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Rough Proofs 


George Akerson, one of the nu- 
merous secretaries to the president, 
has been promoted to a job which 
not only carries a higher salary, but 
a much better title to boot—director 
of public relations. 


. ¢+ * 


“Director of public relations” is 
just a snooty variation of “press 
agent”, but when one gets the sal- 
ary Mr. Akerson is reported to re- 
ceive from Paramount, he is entitled 
to be called director of both public 
and private relations. 


* * * 


While working for Mr. Hoover 
at the White House, Akerson has 
had to kill a lot of good stories for 
the newspaper boys. Poetic justice 
now requires him to ask them not 
to kill his. 


* * * 


Automobile manufacturers are 
now featuring free service, free air 
and free wheeling. The best things 
in life are free! 


* * * 


Koch, Koch, Koch & Koch have 
been demergered and reduced to a 
single patronymic style. Too bad— 
the firm might one day have rivaled 
Amos ’n’ Andy’s Jackson, Jackson, 
Jackson and Jackson. 


* * * 


The lad who takes the return 
postcard of some advertiser, changes 
the address and uses it for personal 
correspondence, should have been 
born in Scotland, but usually wasn’t. 


* * * 


The New York Central lists “yeast 
cake” on its dining-car menus under 
“Breads, etc.” At least the identity 
of “etc.” is now made evident. 


»- * * 


Another progressive agricultural 
movement consists in promoting 
honey as a base for cocktails. The 
busy little bees ought to get a kick 
out of this. 


* * * 


“The novel which is assured of 
popularity,” Sinclair Lewis is quoted 
as saying, “must assert that all 
American men are tall, handsome, 
rich, honest and powerful golfers.” 

The powerful golfer is the only 
one who can afford to be honest. 


* * * 


“A tendency toward the return of 
the tail-coat is quite marked on for- 
mal occasions.” 

Let ’em alone and they’ll come 
home, wagging their tails behind 
them. 


* * * 


A lot of the boys who ordinarily 
have trouble with their new year’s 
resolutions will be able to keep them 
intact without difficulty unless busi- 
ness picks up. 


* * * 


An announcement of Pepsodent 
Antiseptic, the new product of the 
Pepsodent Company, Chicago, said 
that the product has been “checked 
and rechecked” by half a dozen dif- 
ferent laboratories. Who will point 
out the flaw in this statement? 


Copy CuB. 


COUNSEL FOR 
PACKERS HAILS 
COURT RULING 


Vast Distributive Systems Will 
Be Used 


Washington, D. C., Jan. 8—The 
decision of the Supreme Court of 
the District of Columbia modifying 
the packers’ consent decree of 1920 
to permit the packers to manufac- 
ture, sell and wholesale food prod- 
ucts other than meat and to use or 
permit others to use their distribu- 
tion facilities in handling these un- 
related lines, was hailed as a tri- 
umph by Frank--J.-Hogan, chief 
counsel for the packers. 

The principal aim of the packers, 
he asserted, was to obtain permis- 
sion to engage in a general foods 
business. 

“They will now be able to ulitize 
their vast distributive systems,” he 
commented. 

Mr. Hogan gave this statement in 
spite of the fact that Justice Jen- 
nings Bailey, who wrote the 7,000- 
word decision, denied the packers 
the right to retail meat and other 
food products or to own stock in 
stockyards, terminal railroads and 
market journals. 


Directs Compliance 

Justice Bailey also directed the 
packers to comply promptly with 
the modified decree, full compliance 
having been practically suspended 
ever since its entry in 1920, because 
of litigation. 

John L. O’Brian, assistant to the 
Attorney General, also professed 
satisfaction, asserting that the main 
contention of the Government has 
been that the large packers should 
not be permitted to enter the retail 
field. The two national wholesale 
grocers’ organizations seemed less 
satisfied, however, and may appeal 
to the Supreme Court of the United 
States. 

James C. Stone, vice-chairman of 
the Federal Farm Board, said he 
would have preferred to see the de- 
cree amended to permit the packers 
to engage in retail trade, but that 
he believed their entrance into the 
wholesale field might aid in reducing 
the cost of food distribution. 

Alexander Legge, chairman of the 
Board, had already gone on record 
as favoring retailing by the packers. 


Show Sales Losses 


The decision pointed out that 1929 
sales of Swift & Co. aggregated 
$1,035,263,000, a decline of 1.59 per 
cent from 1920, while sales of Ar- 
mour & Co. were $1,004,196,000, a 
loss of 20.32 per cent during the 
same period. Wilson & Co. lost 
16.54 per cent and the Cudahy Pack- 
ing Company 7.21 per cent. 

Packers not affected by the de- 
cree made large gains. Sales of the 
East Side Packing Company in- 
creased from $3,750,000 to $22,000,- 
000, or 486 per cent; Adolph Gobel, 
Inc., from $7,000,000 to $46,000,000, 
or 550 per cent, and John Morrell 
& Co. from $51,000,000 to $100,000,- 
000, or nearly 100 per cent. 

The opinion took cognizance of 
the entrance of chain stores into the 
retail meat field. In 1921, Atlantic 
& Pacific operated 4,638 retail stores, 
with sales of $230,000,000. In 1929, 
it had 15,000 stores with sales of 
over $1,000,000,000, 3,851 of these 
stores handling fresh meats. 


Car Manufacturers 
Back Optimism with 


More Sales Promotion 


New York, Jan. 9—Automobile 
manufacturers may be divided in 
their opinion as to how the industry 
as a whole will fare during 1931, 
but statements given ADVERTISING 
AGE at the 31st annual New York 
Automobile Show indicate that the 
majority are satisfied that they can 
increase their individual volume, 
with sufficiently aggressive sales and 
advertising. 

A summary of these expressions 
indicates that the automotive indus- 
try will be a larger advertiser in 
1931 than in the year just ended. 

The industry’s optimism is based 
largely on the report of December 
production of cars and trucks, show- 
ing a gain of 15 per cent over No- 
vember, 1930, and 24 per cent over 
December, 1929. Inventories of new 
cars are 25 per cent lower than a 
year ago. 

The Auburn Automobile Company 
will enlarge its 1931 appropriation, 
according to H. G. Hersh, advertis- 
ing manager. A large number of 
newspapers will be employed in an 
effort to work closer with dealers. 

The company found its dealer pol- 
icy especially appealing to the trade 
in 1930, and as a result enters the 
new year with a strong dealer or- 
ganization, comprising more units 
than heretofore. E. L. Cord, presi- 
dent of the company, believes 1931 
will prove a tonic to the industry. 


Cadillac Plans 


The Cadillac Motor Company will 
spend about the same amount for 
advertising in 1931 as in 1930, T. F. 
Campbell, advertising manager, in- 
dicated. It is probable that the 
Campbell-Ewald Company, Detroit 
agency recently selected to handle 
the account, will institute some im- 
portant changes in copy before the 
end of the year. 

While the advertising expendi- 
tures of the Chrysler Corporation 
for the first quarter will be approxi- 
mately the same as in 1930, the ap- 
propriation will probably be in- 


creased thereafter, Cliff Knoble, di- 
rector of advertising, said. 
“We consider the outlook excel- 


Cliff Knoble, advertising director 
for the Chrysler Corporation. 


lent,” said Mr. Knoble, “and are 


planning accordingly.” 


Walter P. Chrysler, chairman of 


the board, estimates 1931 produc- 
tion at about 4,000,000 passenger 
and commercial cars, an increase of 
500,000 over 1930. 

“The De Soto Motor Corporation 


will keep its fingers on the pulse of 


business and increase its advertis- 
ing as conditions warrant,” said 


K. H. Bronson, director of adver- 


tising for that company. 
Mathis to Advertise 

American Mathis, the bantam car 
produced in this country by the 
Durant Motor Corporation, is on 
display at the show, and will soon 
be represented in the advertising 
pages as well. 

Don Robinson, account executive 

(Continued on Page 12) 


Last Minute News Flashes 


Would Extend Powers of Federal Trade Commission 


Washington, D. C., Jan. 9.—The power of the Federal Trade Commis- 


sion would be extended to assess punitive damages in convictions for 


unfair trade practices by an amendment to the Clayton Act, introduced 


by Senator Nye. 


The amendment authorizes the Commission, among other things, to 


receive complaints in cases where commodities are sold below cost, or 
without profit, as a trade incentive or inducement tending to injure a 


competitor. 


Death Takes Campbell-Ewald Officer 


Detroit, Mich., Jan. 9—Only death prevented Guy C. Brown, vice- 
president and secretary of the Campbell-Ewald Company, advertising 
agency, from attending his tenth New York Automobile Show. 


Mr. Brown died suddenly Tuesday night at his home in Bloomfield 


Hills at the age of 45. For nearly ten years he served as agency super- 


viser of the Buick Motor account. 


Slight Decrease in Lineage for Show 
New York, Jan. 9—Figures compiled by the New York Evening Post 


show a slight decrease from 1930 in lineage for the automobile show. 
Morning papers from January 1 to 7 inclusive carried 230,000 lines, against 


289,000 last year. 


Evening papers of January 2 to 6 inclusive ran 207,000 lines, Polio) 


214,000 a year ago. 


KARPEN PLACES 
EXPERT STAFF 
BACK OF DEALER 


Offers Free Technical Advice 
to Housewife 


Answering the oft-repeated al- 
legation that the weakness of the 
retail furniture trade lies in the 
fact that the large majority of deal- 
ers are merchants rather than ex- 
perts on home decoration, S. Karpen 
& Bros., Chicago manufacturers, 
will place their entire resources and 
knowledge back of the dealer in 
1931. 

The Karpen campaign will take 
the form of a free room plan serv- 
ice. This theme, incidentally, sup- 
plants Karpen Week, the semi- 
annual promotion plan which has 
been utilized for several years. 

Miss N. V. Field, advertising 
manager of the company, explained 
that the efficacy of special “weeks” 
has diminished somewhat with the 
wholesale adoption of the idea and 
that in addition, differences in cli- 
mate and other conditions make it 
difficult for all dealers to cash in on 
the plan. 


Serve Dealer, Public 

Under the Karpen room plan 
service, the company’s experts will 
function as the technical depart- 
ment of each dealer, effecting a 
closer tie-up between company and 
retailer than has heretofore been 
possible. The company’s advertis- 
ing will not merely urge the house- 
wife to beautify her home, accord- 
ing to the specified needs of her 
family, but it will offer to provide 
floor plans, based on those needs. 

The principal task of the com- 
pany’s magazine advertising, which 
is concentrated in the spring and 
fall, will be to sell the idea of buy- 
ing furniture by rooms or groups, 
instead of by the piece. Four re- 
lated groups will be presented dur- 
ing the year in such a way as to 
create the desire for better fur- 
nished rooms, as well as for the 
merchandise itself. 

The advertisements will feature a 
new booklet, “Rooms of Color with 
New Fashioned Comfort”, which 
continues where the advertisements 
leave off with information likely to 
interest the prospect in furniture 
arrangement to the extent that she 
will avail herself of the free Kar- 
pen room plan service. 


Uses of Folder 


A triple folder accompanies the 
booklet, enabling the prospect to 
give needed information to the Kar- 
pen decorators. Discussion of fur- 
niture arrangement and _ interior 
decoration is subordinated to a brief 
thesis on the uses of rooms, which, 
it is pointed out, should reflect the 
character and interests of the occu- 
pants. 

The folder follows up the discus- 
sion by asking whether the chief use 
of the living room will be for elabo- 
rate entertaining, moderate enter- 
taining, youthful gatherings, quiet 
family evenings, reading, music, 
bridge parties, the entertaining of 
the husband’s business friends, or 
other purposes. 

A fact brought out in the litera- 
ture is that the Karpen decorators 
will endeavor to utilize the furni- 


ture the prospect already has, in 
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some cases only a few key pieces be- 
ing needed to give the room a new 
character. 

The prospect is asked to list her 
furniture on one page of the folder, 
which asks for additional informa- 
tion covering interior architecture, 
character, period, colors and fabrics, 
finishes, accessories, exposure, out- 
look from windows, etc. 

Another page of the folder shows 
a chart to facilitate drawing room 
plans to scale, and on the opposite 
page are diagrams of furniture 
pieces to be cut out and pasted on 
the floor plan. 


Sketched to Order 

On receipt of the folder at the 
Karpen studios, sketches and data 
incorporating suggestions not only 
as to furniture but also to merchan- 
dise the company does not manufac- 
ture, such as floor coverings, dra- 
peries and other house furnishing 
accessories, are prepared and for- 
warded to the nearest dealer, who 
is urged to arrange a room on his 
floor to correspond to the recommen- 
dations and invite the prospect by 
telephone or personal call to in- 
spect it. 

If conditions do not permit this 
presentation, the dealer is expected 
to bring the prospect to his place 
of business to receive the Karpen 
room service plan prepared for her, 
and to show her the pieces needed. 

The booklets and folders are also 
supplied to the dealers, whose sales- 
men endeavor through store con- 
tacts or direct calls to secure the 
information called for on the folder. 
When successful, the dealer sends 
the data to the Karpen company, 
and proceeds with the foregoing 
plan on receipt of the suggestions. 


Chair Copy Pulls 

The Karpen company definitely 
abandoned institutional advertising 
last year, and is now satisfied that 
national advertising can do a mer- 
chandising job. The turnover on the 
Karpen Anniversary Chair, which 
was described and priced in the ad- 
vertising throughout 1930, settled 
this point. 

In connection with this advertis- 
ing, the company conducted a sales 
contest for retail salesmen, classify- 


ing entries in seven divisions ac- 
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These drawings, in scale, feature Karpen Brothers’ new folder. 


cording to size of city. Three gold 
watches and 25 clock and pen desk 
sets were the prizes for each divi- 
sion, the contest being decided on 
the basis of total sales for the year 
on this one item. 

Continuing with the idea, the com- 
pany will select another piece of the 
kind in popular demand to receive 
secondary emphasis in its campaign 
this year. 


Bureau is taking 


anticipation. 


Forum 


COLOR sells 
the “dark” 


The South African Government Tourist 


strength that makes color advertising in 
The Big 4 Magazines effective beyond 


Africa is no longer a map of mystery, to 
Big 4 readers. It is proving a land of thrill- 
ing and colorful adventure. For Big 4 read- 
ers have not only the urge, but the where- 
withal, to travel far and wide. 


Color in advertising is a market incentive 
not to be ignored. 
important group for color advertising in the 
quality field. It offers an audience of half a 
million people whose ability to travel on a 
luxurious scale indicates their value as a 
market for quality products and services. 


eb AGroup 
in the Quality Field 
Review of Reviews 


Golden Book 


55 FIFTH AVENUE, NEW YORK 


continent 


advantage of the sales 


The Big 4 offers the most 


World's Work 


COLBY PREDICTS 
COST REDUCTION 


New York, Jan. 8—The earnings 
of 19 food advertisers declined only 
4.3 per cent in the first nine months 
of 1930, against a decline of 33.3 
per cent by 200 industrials of varied 
types, Colby M. Chester, Jr., presi- 
dent of General Foods Corporation, 
pointed out in an article in the New 
York Journal of Commerce. 

Mr. Chester said that investors 
are turning to food stocks as being 
practically depression-proof. One re- 
sult of this has been that stockhold- 
ers of General Foods numbered 41,- 
000 December 15, 1930, compared 
with 17,720 in February, 1929. 

“The food industry is seeking to 
simplify its distribution problems in 
many ways,” commented Mr. Chester. 


Establish Terminals 


“Improved conditions are indicated 
by the establishment of grocery ter- 
minals in principal market centers, 
through which manufacturers will 
handle their distribution problems 
by co-operative methods. 


“The merger movement has mate- 
rially aided conditions by centraliz- 
ing the distribution of many of the 
largest selling specialties. By co- 
operating with jobbers, manufactur- 
ers are striving to simplify distribu- 
tion by altering the size of cartons, 
improving the manner of packing 
and other details of distribution. 

“During 1931 the food companies 
will continue the aggressive promo- 
tion and advertising effort which has 
proved so effective in 1930. 


“Since the demand for food is less 
affected by general business depres- 
sion than consumption in other im- 
portant commodities, and the volume 
of production is in direct relation to 
the population levels, we can see no 
cause for pessimism in the food in- 
dustry.” 


Returns to Sentinel 


Frank F. Paul has returned to the 
United Air Cleaner Corp., Chicago, 
as sales manager for the Sentinel 
radio. He succeeds Alfred Marchev 
and C. H. Callies, who were in 
charge of sales and advertising, re- 


committee, 


PEPPER HEADS 
COMMITTEE T0 
SOLVE PROBLEM 


To Find Middle Ground for 
Advertising 


Washington, D. C., Jan. 8—(by 
wire)—After a prolonged session 
that at times took on an acrimonious 
atmosphere, representatives of 28 
orgapizations which met here today 
to harmonize roadside business and 
rural beauty, appointed a continuing 
with George Wharton 
Pepper, former United States Sen- 


ator from Pennsylvania, as chairman. 


Other members of the committee 
are Mrs. Clarence Fraim, General 
Federation of Women’s Clubs, Wash- 
ington; Herbert U. Nelson, executive 
secretary, National Association of 
Real Estate Boards, Chicago; A. J. 
Montgomery, American Automobile 
Association, Washington; I. W. 
Digges, secretary, General Outdoor 
Advertising Co., New York; M. C. 
Closkey, The National Grange, 
Washington; Mrs. W. L. Lawton, Na- 
tional Council for Promotion of 
Roadside Beauty, New York; Arthur 
N. Pack, president, American Nature 
Association, Washington. 

Two more members will be added 
to this committee. They will prob- 
ably come from the American Civic 
Association, of Washington, and the 
National Petroleum Institute. 


Pearson Makes Move 


The motion for the appointment 
of the committee was made by Earle 
Pearson, general manager of the 
Advertising Federation of America. 

The meeting was sponsored by the 
Outdoor Advertising Association of 
America and the National Associa- 
tion of Real Estate Boards in line 
with a resolution adopted by the 
former in October, 1929, inviting the 
Department of Commerce to under- 
take the study of and make recom- 
mendations relative to the proper 
regulation of commercial enterprises 
and structures located beyond the 
corporate limits of towns and cities. 

The Department was unable to 
assume this task. Twenty-eight “na- 
tionally-minded organizations hav- 
ing a commercial or cultural view 
toward roadside enterprises and 
roadside advertising” were then in- 
vited to meet, with the purpose of 
finding a meeting ground for the 
conflicting interests involved. 


* 


Extent of Business 


The invitation to the meeting said 
that 17 per cent of the restaurant 
business is done by roadside estab- 
lishments, this being true of 14 per 
cent of the confectionery trade, 13.3 
per cent of bottled beverages, 17 per 
cent of gas and oil, 61 per cent of 
vending machines and lesser propor- 
tions of other commodities. 

It also pointed out that organized 
outdoor advertising is usually held 
responsible for the acts of the un- 
organized minority. 

Senator Pepper emphasized the 
fact that advertising interests, with 
their great investments, are entitled 
to freedom from legislative discrimi- 
nation. 


Join Columbia 
Stations WTAQ, Eau Claire, Wis., 
and WACO, Waco, Texas, are now 
associated with the Columbia Broad- 
casting System, New York. The or- 
eee has issued a new rate 
card. 


Has Tourist Account 
The Boston office of Albert Frank 
& Co. has been named to handle the 
advertising of George E. Marsters, 
nationally known tourist agency, 
with headquarters in Boston. 


Returns to Louisville 
W. R. Hendricks, advertising di- 
rector of the Brown & Williamson 
Tobacco Co., Louisville, Ky., has re- 


spectively. 


turned to that city after eight 
months in New York. 


8 Magazines 
Added to Spud’ s 
1931 Schedule 


Louisville, Ky., Jan. 8—After 
three years as a national advertiser, 
the Axton-Fisher Tobacco Company, 
manufacturer of Spud cigarettes, 
will expand its 1931 appropriation 
considerably, Edward J. Helck, vice- 
president in charge of advertising, 
indicated. The increase is based on 
1930 sales, which were the largest in 
the history of Spuds. 


Magazines to be added this year 
include Life, Judge, American Mag- 
azine, Theatre Magazine, Country 
Life, Town & Country, Spur, Sports- 
man, the Metropolitan Opera House 
program, and newspapers of steam- 
ship lines—those papers distributed 
on board ships leaving the Eastern 
seaboard. Medical Economics is an- 
other addition. 


The papers used in 1930 will like- 
wise carry Spud copy in 1931. They 
are Liberty, Time, The Literary Di- 
gest, The New Yorker, Cosmopoli- 
tan, Photoplay, Vanity Fair, Har- 
per’s Bazaar, True Story and the 
Billboard. In the trade paper field, 
the Tobacco Leaf, United States To- 
bacco Journal and others will be 
used, as heretofore. 


Some color will be used, but the 
backbone of the 1931 schedule is full 
pages in black and white. 


The magazine advertising is 
placed by Kenyon & Eckhardt, Inc., 
New York. 


To Hold Shoe 
Style Show in 
N. Y. in Fall 


New York, Jan. 8—The National 
Shoe Manufacturers’ Association 
will hold a seasonal opening style 
show and sales week in this city in 
November, 1931. While some mem- 
bers have discussed the advisability 
of making the show one for the 
public as well as the trade, present 
indications are that the affair will 
be for the latter only. 


“Our directors,” explained J. O. 
Ball, managing director, “believe 
there is a need in the industry for 
a seasonal opening, style show and 
shoe sales week, under the auspices 
of the manufacturers, at a time and 
place, and under such conditions as 
will result in profitable publicity 
and sale of their merchandise. 


“It is the opinion of the manufac- 
turers that such an undertaking in 
November, 1931, will give retailers 
an opportunity, at the opening of 
the buying season for spring, to 
view the lines of many manufactur- 
ers, thus eliminating delays in the 
placing of orders when salesmen go 
out on their regular seasonal trips, 
which delays have resulted to the 
disadvantage of both manufacturers 
and retailers.” 


Agency for Empire 
The Empire Steel Corp., Mans- 
field, O., has appointed Aubrey & 
Moore, Inc., Chicago, to handle its 
advertising. Empire is the manu- 
facturer of Wabik sheets for porce- 
lain enameling. 


Florsheim’s Big Year 


The Florsheim Shoe Company, 
Chicago, not only earned dividends 
during the fiscal year ended Octo- 
ber 31, but will add $500,000 to sur- 
plus, President Milton S. Florsheim 
announced. 


In New Field 


Virgil Malcher, formerly with the 
Mackinnon-Fly Publications, New 
York, has joined Blanchard-Nichols- 
Coleman and Johnston, publishers’ 
representatives of Chicago. 


Agency for Pabst 


The advertising of Pabst-ett and 
other cheese products of the Pabst 
Corporation, Milwaukee, has been 


placed with Batten, Barton, Durstine 
& Osborn. 


PC 
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MOST POPULAR 
MATERIAL FOR 
STUDY SHOWN 


Posters and Charts Lead in 
A. N. A. Survey 


New York, Jan. 8—Posters and 
charts rank first in frequency of 
use by home economic workers, in 
the country’s schools, according to a 
survey by the Association of Na- 
tional Advertisers. Booklets are 
second in this respect, samples third, 
and magazine advertisements fourth. 

Other types of advertising rank 
in the following order: free mate- 
rials, exhibits, demonstrations, cata- 
logues, style shows, lectures, store 
window displays, commercial adver- 
tising exhibits, equipment loaned 
for use, moving pictures, slides, 
model houses, consultation service 
and radio talks. 

The A. N. A. survey has been 
put between the covers of an 184- 
page book, which will be sent free 
to members and sold to others for 
$10. 


Most Valuable Material 


The workers who responded to the 
association’s questionnaire believe 
that material that can be placed in 
the hands of individual students for 
study purposes is the most valuable. 

Next in order come material for 
use on bulletin boards, laboratory 
use of equipment loaned by commer- 
cial firms, class presentation by 
teacher, personal use by teacher, 
demonstration by commercial repre- 
sentative, give to child to take home, 
use on par with other reference ma- 
terial and use in extra-curricular 
activities. 

Recipes are less popular with 
home economic teachers than are 
generally supposed. Only 2.7 per 
cent of those replying indicated use 
of nearly all recipes received; 32.9 
per cent use about half of the 
recipes they receive; 63.1 per cent 
do not use recipes as a rule, and 1.3 
per cent use none. 

One of the interesting features of 
the survey was the development of 
the fact that eight states and the 
District of Columbia have state rul- 
ings or laws regulating propaganda 
in the schools and 21 states and 
Hawaii have local rules or regula- 
tions which vary in different cities. 


Agency Expands 

The Hutchins Advertising Com- 
pany, Rochester, N. Y., will open 
branches in Cincinnati, Cleveland 
and Boston. 

The Hutchins agency, which has 
handled Phileo advertising in the 
East-Central district, has been as- 
signed the New England district 
also. 


Park & Tilford 
Quit Cigar Trade 


After operating as cigar jobbers 
for 90 years, Park & Tilford, New 
York, have discontinued that branch 
of their business. . 

The company was formed in 1840 
and has handled cigars ever since. 


Leave Mennen 


C. D. Barradale, advertising man- 
ager of the Mennen Company, New- 
ark, N. J., for three years, has re- 
signed. 

Walter W. Holt. sales manager, 
has also left. 


Houser Is Ill 


W. C. Houser, business manager 
of the St. Louis Globe-Democrat, was 
taken ill while on a business trip 
to Cincinnati, and is a patient in 
Christ Hospital, of that city. 


Shultz Moves 


George Leonard Shultz, well 
known commercial artist of St. 
Louis, has moved his studio to the 
Odeon building. 


Back With Gillette 
After Long Absence 


Boston, Mass., Jan. 8 — 
Thomas W. Pelham, sales 
genius of the Gillette Safety 
Razor Company, has returned 
to harness as vice-president 
after “retiring” two years ago. 

Mr. Pelham has been around 
the world many times in the 
pursuit of Gillette foreign sales. 


First Edition 
of “Who's Who” 
Off of Press 


New York, Jan. 8—The first edi- 
tion of “Who’s Who in Advertising,” 
has come from the presses of Har- 
per & Brothers, and is available to 
advertising men who have the nec- 
essary $7.50. 

While the volume contains some 
notable omissions, it represents a 
good start toward its objective. 
About 5,000 advertising men and 
women out of the 16,000 circularized 
gave the data on which the book 
is based. 

The unusual information which 
may be gleaned from the volume is 
indicated by the following: 

It isn’t safe to offer Bruce Barton 
something to smoke, because he 
doesn’t turn anything down, smok- 
ing a pipe, a cigar, or a cigarette, 
according to his mood. 

Stanley Resor, president of the 
J. Walter Thompson Company, was 
born in Cincinnati in 1879. 

Orlando C. Harn, managing direc- 
tor of the Audit Bureau of Circu- 
lations, can’t resist a baffling puzzle, 
which may explain his present occu- 
pation. 

Lee H. Bristol, vice-president in 
charge of advertising for the Bristol- 
Myers Company, has a good dispo- 
sition. 


Organize to 
Combat Trade 
Commission 


New York, Jan. 8—The Council 
of Advertisers has been formed here 
to defend members from attacks of 
the Federal Trade Commission. C. R. 
Lyddon, president of Lyddon, Han- 
ford & Kimball, advertising agency, 
is secretary of the organization, 
which has retained Stephen A. Day 
and Associates, Washington, as legal 
counsel. 


The new body is comprised chiefly 
of manufacturers selling direct 
through advertising or through 
agents obtained by advertising. 


“In this era of crowding out, 
larger and larger combinations, and 
nation-wide chains for distribution, 
it is this type of advertiser who 
needs help,” said Mr. Day. 

“Powerful associations now de- 
mand the entire field of sales and 
distribution and dare deny their 
more modest competitors any fair 
chance for success.” 


Young & Rubicam 
Add Five to Staff 


J. Bartlett Hydorn, formerly vice- 
president of Albert Frank & Co., has 
joined Young & Rubicam, New York. 

Other additions to the agency’s 
staff are Edwin Cox, late of Lennen 
& Mitchell; Morton S. Kimball, who 
has been sales and advertising man- 
ager of the cosmetic division of Col- 
gate & Co.; W. B. C. Washburn, 
manager of gum and confection 
sales, Beech-Nut Packing Co.; and 
Alfred K. Higgins, who has been a 
partner in Ewing, Jones & Higgins. 


Wade Promoted 


Harry E. Wade, who has been an 
account executive with Howland, 
Oliphant & McIntyre, New York, has 
been elected vice-president of that 
agency. 


“Savannah Press’ Sold 


The Savannah Press has been ac- 
quired by the Savannah Morning 
News, but will maintain its identity 
under the new ownership. 


No. 44 of a Series 


year 1931 are scarce. 


good modern novels are scarce. 
You get some excellent gangster 
stuff (W/. R. Burnett, etc.), and 
some good writing on topics 
which are more or less universal 
and could have been written as 
easily in 1850 (with the changes 
of a few words) as now, but 
novels of the people who walk 


and talk and eat and love in the 


Which is why James B. Whar- 


ton’s ‘Mortal Man’’ in January 


Mortal 


Man -About-Town 


When you come right down to it, 


Scribner's is worthwhile. It is a 
novel, published complete in one 
issue and it is modern to the core. 

The setting is New York City 
and borders on Greenwich Vil- 
lage but is not essentially Green- 
wich Village in spirit. It is the 
story of thousands of young peo- 
ple who are living a life diferent 
from their grandparents but not 


necessarily an ‘arty’ life. 


Robert Dyckman is a young 
attorney. He meets Louise Ken- 
dall. They fall in love and live to- 
gether and finally get tired of liv- 
ing together and separate. That 
is the plot of the story. That is 
entirely all of the plot of the 
story, but it is not all of the story. 

Through it all run the over- 
tones and implications of city life 
of our time. The life of the apart- 
ment, the speakeasy, the party, the 
newer morals. But Mr. Wharton 
allows us to look into the minds 
andhearts of these young people. 

What makes them what they 
are? How do they speak? How 
do they act? What is there of im- 
portance about them? 

It is all there—not only a doc. 
ument of social importance but a 
story of life and reality, the story 
of our neighbor and yours. 

And complete in January 


Scribner's. 


JANUARY 


SCRIBNER'S 


Favorite Book 
of Americans 


Is Textbook 


Washington, D. C., Jan. 8—News- 
papers enjoyed a revenue of $1,044,- 
189,000 in 1929, the Bureau of the 
Census reports, giving this division 
of income: from advertising, $791,- 
514,000; from subscriptions, etce., 
$453,399,000. 

Periodicals other than newspapers 
had a revenue of $500,418,000, with 
advertising accounting for $319,- 
693,000 and subscriptions and other 
sales for $180,724,000. 

The total value of the production 
of the publishing and printing field 
was $2,736,075,000. Newspapers and 
periodicals were responsible for 
$1,719,878,000 and book and job 
printing for $1,000,634,000. Music 
publishers accounted for the remain- 
der. 

The Bureau of the Census reports 
that the growing popularity of books 
on religion and philosophy featured 
the field in 1929. 

Textbooks constituted more than 
one-third of the number of volumes 
produced in the United States in 
1929. Books for juveniles came sec- 


ond, with fiction third, and books 
on philosophy and religion fourth. 
These four groups accounted for 
about 70 per cent of the 211,853,000 
books published in 1929. 


Seven States 
Have Placed 
Tax on Sales 


Every state in the union now has 
a gasoline tax, an analysis by State 
Government, published by the Amer- 
ican Legislators’ Association, Chi- 
cago, indicates. 

“Sales taxes are a comparatively 
recent development,” said the paper, 
“but the rapidity with which they 
have grown is indicated by the fact 
that 11 states have placed a tax on 
the sale of cigarettes or other forms 
of tobacco. 


“General sales taxes have been 
levied in only a few states, and in 
these they have generally been dis- 
guised as license fees measured by 
the gross value of sales. These taxes 
are different both as to object and 
form in every state which has en- 
acted them. 

“They range from a tax on the 
gross volume of retail sales, as in 


eer ie, ale 


Kentucky, to a tax on the turnover 
of producers, manufacturers, whole- 
salers and retailers, as in West Vir- 
ginia. In the latter case, the rates 
vary with the class of business in- 
volved.” 

The 11 states having a tobacco 
tax are Alabama, Arkansas, Geor- 
gia, Iowa, Kansas, Mississippi, 
North Dakota, South Carolina, 
South Dakota, Tennessee, and Utah. 

Those with a general sales tax 
are Connecticut, Delaware, Georgia, 
Kentucky, Mississippi, Pennsylvania 
and West Virginia. 


Zobian’s New Work 


James Zobian, former director of 
advertising for Philip Morris & Co., 
has joined the Einson-Freeman 
Company, New York lithographers 
specializing in window display ad- 
vertising. 


Named by Griswold 
The Griswold Mfg. Co., Eriem, 
Pa., has appointed Batten, Barton, 
Durstine & Osborn, New York, to 
direct its advertising. 


Marvel Has Agency 


The Marvel Company, New Haven, 
Conn., manufacturer of the Marvel 
whirling spray, has placed its ac- 
— with Redfield-Coupe, Inc., New 

or 
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CHICAGO, JANUARY 10, 1931 
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This is Volume II, No. 1. 


In starting its second year and 
its second volume, ADVERTISING AGE, 
the National Newspaper of Advertis- 
ing, feels at once a keen apprecia- 
tion of the recognition and support 
accorded it by the entire national 
advertising field, and a definite re- 
sponsibility to continue to broaden 
and expand its service. 

Seldom if ever before has a busi- 
ness publication been given such im- 
mediate acceptance and popularity. 
The reason is obvious. ADVERTISING 
AGE has filled a need and supplied 
a lack in the information services 
hitherto available, and has given to 
national advertisers and agents not 
only a comprehensive news presen- 
tation, but also a speedy transmis- 
sion of the news which adds measur- 
ably to its value. 

News, significant news, the kind 
which ADVERTISING AGE has made 
familiar, has a specific value for 
those engaged in the business of ad- 
vertising. It supplies facts which 
may and often do affect plans and 
policies by revealing the latest de- 
velopments bearing on many mer- 
chandising situations. Business men 
are learning how to interpret and 
act upon the news, whether it refers 
to the commodity markets or to ad- 
vertising—and in either case prompt 
presentation is a vital factor. 

It may interest our readers, many 
of whom have expressed wonder at 
the remarkable speed with which 


ADVERTISING AGE is constantly re- 
porting important happenings 
throughout the field, to know that 
our weekly edition, which is pub- 
lished and mailed Saturday morn- 
ing, goes to press Friday night. Our 
forms are open for the reception of 
the news, much of which is trans- 
mitted by wire, until twelve hours 
before the paper is published. Sat- 
urday mailing means, too, that 
ADVERTISING AGE is in circulation 
in New York, Chicago, and other 
important advertising centers on 
Monday, thus assuring practically 
simultaneous publication of the 
news. 

Qur readers have been more than 
generous in praising the results of 
our efforts to give the field a na- 
tional newspaper of advertising. 
This we appreciate to the full. We 
are preparing during 1931 to make 
ADVERTISING AGE still more valu- 
able, by expanding ahd broadening 
the news-gathering facilities which 
we have established. 

We bespeak the co-operation of 
all our friends in insuring the most 
comprehensive news presentation it 
is possible to give. Your comments 
and criticism will be helpful. We 
are not dodging either brick-bats or 
bouquets. We are here to serve, and 
our objective is a service which will 
be indispensable to every national 
advertiser and advertising agent. 


The Manufacturer As a Retailer 


One of the most difficult problems, 
affecting both merchandising and 
advertising practice, developed in 
recent years is the store owned and 
operated by the manufacturer who 
also sells through independent re- 
tailers. The number of such manu- 
facturers is growing. Sometimes 
his ownership of a retail chain is 
publicly acknowledged, and in other 
cases it is known generally but 
acknowledged only tacitly. 

In most cases it is explained that 
the retailing activities of manufac- 
turers who seek independent distri- 
bution as well is primarily for the 
purpose of obtaining data regarding 
successful retail merchandising and 
management, and there is no doubt 
that these stores do indeed serve as 
a valuable laboratory where ideas 
can be tested and developed into 
successful formulas for retail sell- 
ing. 
The problems and the difficulties 
come in operating and advertising 
the manufacturer’s stores without 
competing unfairly with the inde- 
pendent merchants who also handle 
his line. That these stores some- 
times have special privileges and 
advantages in the matter of price, 
and the possible range of prices 
within which the goods may be sold, 
is an open secret. One result is 
immediately to discourage any inde- 
pendent merchant from taking the 
line if he is within the zone of in- 
fluence of the manufacturer’s store. 

With the large circulations and 
trading areas of metropolitan news- 
papers, in which stores operated by 
national advertiserss are usually 
well represented, this zone of mer- 


chandising influence is often quite 
large, so that the manufacturer may 
find it necessary to carry the entire 
retail load of a valuable territory 
with one or two of his own stores, 
a rather inadequate set-up from the 
standpoint of the sales possibilities 
of the territory. 

The manufacturer may also de- 
cide to make his national advertis- 
ing do double duty by featuring his 
own stores in his copy. Even though 
the ownership is not publicly an- 
nounced, it is known within the 
trade, and usually produces a feel- 
ing of uneasiness, irritation and 
dissatisfaction on the part of the 
independent not so favored. That 
this feeling may not be justified is 
possibly true, but that it exists is 
certainly true. 

It is noticeable, however, that a 
manufacturer of a product usually 
sold as a side-line may set up retail 
stores with practical impunity, since 
their character as trade laboratories 
is more easily appreciated, and di- 
rect competition is not so readily 
sensed. It is in the case of larger 
items, such as are usually carried 
in exclusive stores or departments, 
that the difficulty arises. 

The independent merchant is so 
restive and nervous at present, with 
reference to chain competition, that 
the position of the manufacturer 
with a retail chain of his own may 
easily become quite difficult. The 
retailers may u!'timately demand 
that he adopt a one-way policy, and 
be either all chain or all indepen- 
dent distribution. The situation is 
one which will bear watching. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


204. Analysis of Circulation of 
Women’s Magazines Accord- 
ing to Family Status. 


In a series of three booklets, of 
which this is the first, The Parent’s 
Magazine, New York, is presenting 
a survey by the Arnold Research 
Service of 5,358 women in 83 com- 
munities. The purposes were to class- 
ify the circulation of leading wom- 
en’s magazines by family status 
(married or single, age, number and 
age of children, etc.), and to ascer- 
tain at what time women buy house- 
hold merchandise and when they 
form brand buying habits. 


205. How to Sell the Hardware 
Trade Profitably. 


Based on the fact that 27.7 per 
cent of the hardware retailers do 
79.4 per cent of the total volume, 
and another 40.7 per cent do but 5.9 
per cent of the business, this book- 
let, published by Hardware Age, 
New York, makes recommendations 
for profitable sales management in 
this field. 


206. The Golden Medium for 
Advertising. 


This 25-page booklet, issued by the 
National Screen Advertising Bu- 
reau, Detroit, discusses all forms of 
moving picture advertising, includ- 
ing the new “sponsored films,” with 
reference to composition, production 
costs, circulation, etc. 


207. Three Generations. 


This is the somewhat ambiguous 
title of a profusely illustrated book- 
let published by Wallaces’ Farmer 
and Iowa Homestead, which, revers- 
ing the usual order, defines the in- 
terests of rural Iowa families and 
then tells with what editorial and 
associated activities they have been 
fed. Though written for market 
hunters, the booklet will also be 
found useful by copywriters who be- 
lieve that editorial themes serve 
advertising purposes. 


208. Fraternity Survey — Men’s 
Shoes. 


An analysis of 759 replies to a 
questionnaire sent to members of 
college fraternities by College Hu- 
mor, Chicago, to determine collegiate 
shoe preferences and buying habits. 
The brand preferences indicated pro- 
vide an interesting criterion of ad- 
vertising effort. 


209. The Largest Identified Market 
for Tobacco Products. 


This folder was issued by The 
Elk’s Magazine, New York, to call 
attention to the Elk’s well known 
appetite for tobacco, and to present 
some conclusions based on the less 
well known fact that three-fourths 
of the 800,000 Elks live in towns of 
from 2,500 to 100,000 population— 
“beyond the reach of many news- 
paper schedules and most national 
magazine concentration.” 


199. As They Like It. 


A brochure of excerpts from read- 
ers’ correspondence, edited by The 
Business Week, New York, in such 
a way as to tell the story of the 
magazine and to show the interests 
of the business executives who are 
readers. 


173. Iowa Grocery Jobbing Terri- 
tories, 1930. 

This is an unusually interesting 
graphic presentation of the opera- 
tions of 24 food distributors, show- 
ing the counties in Iowa in which 
they are active. Should be helpful 
to advertisers interested in food 
distribution. Issued by the Des 
Moines Register and Tribune. 


(Continued on Page 11) 


NEW COPY COMING 


“I’m changing over to permanent waves tomorrow.” 
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—Collier’s. 


Voice of the Advertiser 


Mr. Morse Expresses 


Unbounded Felicitations 

To the Editor: You are doing a 

fine piece of work. Keep it up. A. 
A. tops ’em all. 


So thinks 


ARTHUR E. MORSE 
Scranton, Pa. 


* * * 


25 Cents Each or 
Three for a Dollar 


To the Editor: When dealers cut 
your prices that’s not news, but 
when dealers raise your prices, it 
not only is news, but it’s a miracle. 
Yet that is what is happening to 
one of our products. 


Recently our record division, 
which for years has marketed one 
of the world’s three major lines of 
records, brought out a new line 
called Melotone to sell at 25 cents. 
The regular “Big Three” 10-inch 
records sell at 75 cents. The new 
record was put on the market pri- 
marily at the request of some of 
the chain store groups. It carries 
no price on the label or envelope, 
but all of our advertising material, 
including window streamers, fea- 
tures the 25-cent price. 


We were, therefore, surprised to 
find two situations wherein our 
price was being raised. One was in 
the small specialty shop field. Most 
of these shops carry low-priced rec- 
ords, and it is only fair to infer that 
we were giving them a product that 
was too good for the money. They 
began to sell these records three for 
$1 and reported a brisk sale. 


The second instance was on sales 
to colored people. If a colored man 
is hungry and has six bits in his 
pocket, and happens to hear a rec- 
ord he likes, he gets the record and 
not the meal. 


Storekeepers recognized “hit” ma- 
terial in some of our first releases 
and started selling the records at 
75 cents and $1 each. The colored 
buyers demurred somewhat over 
buying a Melotone record, but when 
it was pointed out that the label 
stated “Manufactured by the Bruns- 
wick Radio Corporation,” their 
doubts were dissipated. 


We must be losing volume because 
of these happenings, but it will be 
only a question of time when our 
advertising makes the price of the 
new records generally known. 


This situation may be more inter- 


esting than important, but it shows 
that the record business has vitality 
and that dealers are not overlooking 
any bets. 


The record business is on the up- 
grade after suffering some severe 
body blows at the hands of radio. 
Increasing numbers of combination 
radio-phonographs and lower priced 
automatic record playing  instru- 
ments, these too in most cases being 
combined with the radio, provide 
the answer. 

PAUL S. ELLISON 
Adv. Mgr., Brunswick Radio 
Corp., New York 


* * * 


Reddy Tee Is An 


Advertising Triumph 

To the Editor: Reddy Tee repre- 

sents a particularly interesting ad- 

vertising success because it taught 

golfers throughout the world to 

spend $700,000 a year for some- 
thing they formerly got free. 


When Reddy Tee was introduced 
nine years ago, every golfer used 
sand for teeing. Today, practically 
no one follows this custom. 


Dr. William Lowell, inventor of 
the Reddy Tee, soon found that if 
it were to be a success, it would 
have to receive the endorsement of 
the professional golfers of the coun- 
try. We turned to that channel of 
distribution to such good effect that 
90 per cent of our annual output is 
now sold through the pros. 

WILLIAM LOWELL, JR., 

Vice-President, Nieblo Mfg. Co., 

New York 


* * * 


A Few Words About 


Dreams and Copy Cub 


To the Editor: 
ADVERTISING AGE, 
Copy Cus. 


I had a most interesting dream a 
few weeks ago, which made a good 
simile. I dreamed we were breaking 
in a new copy writer and the boss 
was telling him that “teaching how 
to write copy is like teaching a 
baby how to drink tea. 

“The baby can drink the tea, but 
it has to learn to drink without 
spilling it all over himself.” 

Not so silly as it sounds at first, 
now, is it? 

I note that Helen Seevers, St. 
Louis advertising woman, has re- 
printed some of her copy under the 
title, “Why the Waste Basket?” I 
should like to have a copy of this. 


BESSIE CRANE 
R. A. Moritz Co., Davenport, Ia. 


I enjoy reading 
and _ especially 
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January 10, 1931 


ADVERTISING AGE 


Great American 
Seeks Birthday 


Propositions 


New York, Jan. 8—The Great 
American Tea Company is asking 
manufacturers to present special 
propositions for the company’s 75th 
anniversary celebration. 

Walter E. Meinzer, advertising 
manager of the Great American, 
sent the following letter to all manu- 
facturers who supply the company 
with either products or premiums: 

“The year 1931 will be The Great 
American Tea Company’s 75th year 
in business. 

“Because of this fact, and in cele- 
bration of it, we are planning to 
offer to our customers outstanding 
values calculated to draw attention 
to our company and its 75th year in 
business. 

“We will appreciate your company 
bearing this in mind, and giving 
some thought to the matter, so that 
in presenting any propositions to us 
for possible use during the year, you 
will make them as outstanding and 
value-giving as possible. 

“This letter is not a general invi- 
tation to approach us immediately 
on any proposition, but it is a solici- 
tation of your earnest consideration 
of the matter, so that both your 
company and ours can work hand in 
hand, to our mutual benefit.” 

The letter concluded with the offer 
of the company’s anniversary em- 
blem for use on manufacturers’ 
literature. 


“Cincinnati Post’ 


To Have Birthday 


~ The Cincinnati Post, second oldest 
of the Scripps-Howard Newspapers, 
will celebrate its 50th anniversary 
January 12. A dinner at the Gib- 
son Hotel will be broadcast over 
Station WLW. 


HARDWARE DEALERS USING CAR CARDS 


independent dealers. 


for Quality Merchandise 


winematiiieee —_ ee 
Following a 13-week radio campaign, the » Dahags Retail 
Hardware Association has instituted a car card series featuring 


Win “Science” Award 


The first annual $10,000 award of 
Popular Science Monthly, New York, 
will be divided between Dr. George 
H. Whipple, of the University of 
Rochester School of Medicine and 
Dentistry, and Dr. George R. Minot, 
of Harvard University Medical 
School. 

The award is for the current 
achievement in science of greatest 
benefit to the public. 


Warner Brothers 
Explain New Idea 


The first of a series of dinners in 
various cities will be given by War- 
ner Bros. Industrial Films, Inc., at 
the Hotel Commodore, New York, 
January 20. 

About 200 advertising agency ex- 
ecutives will hear the company’s 
plans for producing short talking 
pictures on an entertainment basis. 
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Predicts Greater 


Car Production 

Production of automobiles and 

trucks in the United States and Can- 

ada in 1931 will reach 4,075,000, ac- 

cording to an estimate by Automo- 
tive Industries, Philadelphia. 

This authority places 1930 produc- 


Construction 
of Buildings 
to Ss how Gain 


New York, Jan. 8—Building con- 
struction in 1931 will be worth $4,- 
939,787,000, or a gain of more than 
8 per cent over 1930, according to 
the tenth annual forecast of Archi- 
tectural Forum, published by Na- 
tional Trade Journals, Inc. 

Gains are indicated in construc- 
tion of automotive buildings, apart- 
ment hotels, clubs and fraternal 
buildings, community and memorial 
buildings, churches, dwellings below 
$20,000, hotels, hospitals, office build- 
ings, public buildings, schools, thea- 
ters, and welfare buildings, such. as 
Y. M. C. A. and other. 

The largest gain is in the field of 
public buildings, where Architectural 
Forum estimates that $426,350,000 
will be spent, in contrast to $132,- 
296,000 in 1930. 

The insatiable appetite of the 
American people for amusements is 
indicated by a 1931 expenditure of 
$84,337,000 for theaters, in compari- 
son with only $31,566,000 in 1930. 

Decreased building costs will be 
cne of the factors which will stimu- 
late activity this year, Architec- 


“Variety” Celebrates 


Variety, New York, trade paper 
of the show world, celebrated its 
25th anniversary last week. Sime 
Silverman, the publisher, was pre- 
sented with a gold pass to 21,000 
theaters. 


RUPERT f]THOMAS 


Don’t Forget the 
Architect 


If your product is specified by 
architects—or if it should be— 
it will pay yee to give careful 
thought to the architectural end 
of your advertising. 


Continge your consumer cam- 
gn full swing—but don’t 
is architect by as being “cov- 
ered” by one lone paper in a 
miscellaneous trade paper 
schedule. 


We would like to tell you how 
we handle campaigns and what 
they have accomplished for lead- 
ing companies whom we serve. 


Rupert Thomas, Advertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 
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§ : THE AUTHOR 


was an ‘abiiwobi ile salesman... finally president of a company and then... Atlanta. 
From his cell he sent to ‘MoToR e aay fo earn something to help him when he 
= released. This story was wot witeble but MoToR maine dim if, after his. 
any hours ws reflection, there did mot stand out some thoughts about aulomo- 
: bile welling and salesmen, what they da and how they could de it better. There 
quickly this story... 4 tiew of automobile selling by a inan who has 
Sad bor eo ete to think abjut it. At you read this story ils author probably 
will be again a salesman .. what he here sets down as the 
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time. And MoToR prints it. It gets read— 
which is the foundation of a magazine’s suc- 
cess. @ In some quarters you may hear this 
treatment called “sensational”. If by sensa- 
tional you mean out of the ordinary, you are 
right. @ The editors of MoToR bend every 
effort to see that the ordinary doesn’t spoil 
the pages of this interesting magazine. That 
is one of the marks of distinction between 


a “trade paper” and a business magazine. 


One of the “problems” of any organiza- 
tion is to build a sales force. Every dealer, 
every unit in the automotive field faces 
this situation. @ Scolding won’t bring re- 
sults. Neither will printing “part of an 
address delivered before the Master Sales- 
men’s Convention” attract attention of the 
men you want to reach. @ But a man from 
his prison cell writes of his mistakes; of 
the things he would do differently the next 
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LEADERSHIP 


Compare now with 1928. Same number of people on earth—same 


sort of people —same capacity. A superabundance of raw material now as then. Same factory facilities 


—same unlimited man and machine power. Nothing material has been destroyed. Yet the wheels turn 


more slowly. @Lessened consumption, obviously, is the plague, increased consumption the panacea. 
@Why does anyone ever buy anything? Because he’d rather have the merchandise than the money. It 
is the function of advertising to create the desire for merchandise, to impel purchase, to make merchandise 
more wanted than money. In a measure unappreciated today advertising was responsible for the peak 


prosperity of previous days. @Advertising is the mightiest weapon we have—the sharpest tool. It 


ALWAYS works. Advertising can again create the desire to buy. Advertising can bring prosperity 
bouncing back in high. Not timid copy, not dwindling appropriations, not diddle, daddle and delay — 
but advertising in the American manner, bearing the red badge of courage—advertising with guts. For 


leadership look to advertising. The command is forward. 


Youth knows no discouragement. Youth's appetite is razor sharp. 


Youth spurns a backward step. Young blood demands better things, more of them, new for old. Boy 


influence opens dusty purses, creates family buying on tomorrow's scale of spending, makes merchandise 


more wanted than money. Today, advertising in boys magazines is the most resultful advertising you 
can do. QReaching the boy market is The OPEN ROAD for BOYS Magazine. Its circulation surge 


proves popular preference. Advertising revenue doubling, redoubling and doubling again, advertising 


patronage which includes the greatest names in industry mark it a medium of the first water. 
The OPEN ROAD for BOYS Magazine is the key medium of the boy market. Choose 


well the media now. For advertising look to the leader. 


‘ROAD “BOYS 


L. S$. GLEASON 
cAdvertising Manager 


122 EAST 42nd STREET, N. Y. C. 
Ashland 4-4472 


BOSTON CHICAGO LOS ANGELES 
E. A. Piller Dwight H. Early Hallett E. Cole 
130 Newbury Street 100 North La Salle St. 846 So. Broadway 
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Paasche Picks Simmonds | i®% equipment, has named Simmonds 


‘ ¥ Simmonds, Inc., of that city. 
The Paasche Airbrush Co., Chi- | Magazines, class papers and direct 


cago, manufacturer of spray paint-/ mail will be used. 


HOSPITAL 
MANAGEMENT 
is the best buy in 
the hospital field ... 
ask for data folder just 
issued full of facts and 


Hospital Management, Chicago -_ 
537 South Dearborn Street 


WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 


like a lovy-dovy wedding cake? No! 


Typography made starkly repulsive by 
the “back-to-ugliness” cultists? No! 
We stand, squarely between the two, 
for the naturalness that is art and 
the beauty of simplicity 


LEE & PHILLIPS, INC. 
Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


MONTAGUE LEE COMPANY, INC. ® FREDERIC NELSON PHILLIPS, INC. 
Successors to GRAPHIC TYPESETTING CORP. @® CAXTON TYPOGRAPHERS, INC 


CLEAN UP COPY 
ON RADIO SETS 
IN NEW YORK 


Newspapers to Co-operate 
with Distributors 


New York, Jan. 2—The local riot 
of misleading advertising of radio 
sets may be curbed as the result of 
a conference of radio distributors 
with daily newspapers held here. 
Tentative agreement was reached as 
to restrictions to be placed on copy. 
Advertising quoting comparison with 
list prices which have never ac- 
tually ben listed received particular 
attention. 

Most of the leading manufactur- 
ers of radio sets were represented, 
while 22 newspapers attended. 

The following regulations, pro- 
posed by the New York News, will 
probably be adopted: 

1. Comparative Prices: 

a. No comparative prices or com- 
parative value claims will be ac- 
cepted on sets other than those 
which have been assembled by the 
manufacturer of the set. This rul- 
ing does not apply to advertisements 
which do not mention the trade- 
mark name of a set. 

b. Comparative prices or compar- 
ative value claims of merchandise 
assembled by the manufacturer must 
refer to the last list price issued 
by the manufacturer. 


Must Be Definite 


2. Sets Fabricated by Other than 
the Manufacturer. Merchandise com- 
ing under this classification must 
state the following: 

a. Yearly model of which the 
chassis was made to be sold by the 
manufacturer. 

b. Clean-cut definite statement to 
the effect that the chassis has been 
installed in a cabinet other than 
that furnished by the original man- 
ufacturer. 

ec. These qualifications must be 
given as much prominence as the 
name of the chassis which is used 
in the advertisement and if the 
name of the chassis is used as a 
heading for advertising, then said 
qualifications must be grouped 
prominently near said heading. 

38. Sales Price of Merchandise: 

a. The word “complete” used in 
connection with a set which has 
been advertised at a price must 
mean that all tubes, accessories, etc., 
necessary for the operation of the 
set are included and that no fur- 
ther outlay is required of the cus- 
tomer to purchase the set. 

b. If, however, the set cannot be 
purchased unless the customer pays 
for delivery or installation charges, 
then in that event, this fact should 
be clearly stated in the advertise- 
ment or the amount of such charges 
specified. 

c. Merchandise advertised at a 
price, less tubes, must mean that the 
merchandise can be purchased at 
that price and that the customer has 
the prerogative of buying or not 
buying tubes for the set. If the re- 
tailer will not sell the advertised 
merchandise at the price advertised 
without obligation of the customer 
to purchase tubes or pay for deliv- 
ery or installation charges, this con- 
dition must be stated in the copy to- 
gether with the amount of such 
charges. 


Bar Ambiguity 


4. Trade-in Allowance: 

No statement regarding trade-in 
allowance, that is in any way am- 
biguous, will be accepted. 

5. Duration of Sale: 

Unless advertised to the contrary 
(by stating quantity or length of 
sale) merchandise should be on sale 
at sale price at least 48 hours (ex- 
cluding Sundays and holidays). 

6. “No Down Payment” or Simi- 
larly Meaning Phrase: 

a. This term should not be used 
unless all the merchandise men- 


Fleischmann Uses 
Both Big Chains 


The Fleischmann Company, 
already a user of the N. B. C. 
facilities every Thursday with 
Rudy Vallee, began a series over 
the Columbia network Monday 
with the “Three Bakers,” for- 
merly the “Three Doctors.” 

WMAQ, Chicago, is the key 
station. The arrangement gives 
Bill Hay the honor of being the 
only announcer to feed both net- 
works. He is on N. B. C. daily 
with Amos ’p’ Andy. 


tioned in the advertisement in which 
the term is used is purchasable 
without a deposit, a down payment, 
a payment on delivery charge, a 
Cc. O. D., an account opening charge 
or any other form of initial pay- 
ment on or before delivery. 

b. If the set cannot be purchased 
unless the customer pays for tubes, 
accessories, installation or delivery, 
that fact should be clearly stated, as 
specified in Rule 3—Paragraph b, 
and no additional charges can be re- 
quired at the time of purchase other 
than the down payment advertised. 


Other Restrictions 

7. General Rules: 

Advertisers should not make it a 
practice to “knock” their own ad- 
vertised merchandise, use adver- 
tised items as bait and make it diffi- 
cult for the customer to purchase 
the advertised merchandise. Such 
advertised offers should be cleanly 
displayed in the showrooms of the 
advertiser and made available to the 
easy inspection of the customer. A 
sufficient quantity must be on hand 
to supply reasonable demand. 

8 State Model Number: 


Advertisements which feature any 
set which has been assembled by 
the manufacturer, and which is not 
a current model, must state the 
model number and yeay of the set. 


9. Copy and Layout: 


Advertisements which feature a 
set at a price which is boldly dis- 
played and which seek by the inclu- 
sion of illustrations of higher priced 
models, so placed in the advertise- 
ment to give a false impression that 
the low price applies to the high- 
priced model, will not be accepted. 

There can be no objection to ad- 
vertisers featuring several sets in 
the same advertisement but copy 
should be so constructed as to leave 
no doubt in the mind of the reader 
as to which prices apply to various 
sets. 


NEW GAME IS 
GOING STRONG 


Kansas City, Mo., Jan. 8—L. C. 
Truesdell, advertising manager for 
the Sterling Radio Company, which 
distributes Majestic radios and re- 
frigerators in Missouri and Kansas, 
is using a special campaign to in- 
troduce the new Majestic refriger- 
ator into towns of 10,000 popula- 
tion and less. 

The old idea of tags or badges is 
linked up with a foolproof method 
of inducing the recipient of the 
token to display it conspicuously. 

The badge is a miniature Majestic 
refrigerator and is presented by 
boys on Saturday afternoons to all 
passers-by on street corners. 

Each badge has a number but 
only two of the lot have the same 
number; on the reverse side the 
bearer is told that if and when he 
finds another person having the cor- 
responding number, they will come, 
together, to the dealer’s store, they 
will be given a ten-dollar gold piece. 

This keeps everyone wearing his 
badge and talking to his neighbor 
about the project while they seek 
duplicate numbers. The color of 
the badge is changed each week and 
the campaign lasts as long as the 
dealer deems wise. 


Appointed Middle 


West Representatives 
B’nai B'rith Magazine, Jewish 
monthly of Cincinnati, has appointed 
the Rhodes & Leisenring Company, 
Chicago, as Middle Western repre- 
sentatives. 
This representation extends from 
Buffalo to Pittsburgh in the East 
and to Denver in the West. 


Porter Moves 
The Porter Corporation, Boston, 
and an affiliated company, Dickie- 
Raymond, have moved to new quar- 
ters at 80 Broad street. 
A new account now handled by 
Porter is that of the Marblehead 


Craft Shop, Marblehead, Mass., 
Cryst-L-Placks. 
Piper Promoted 
Col. Charles M. Piper, general 


sales manager of the Johnson Motor 
Co., Waukegan, IIl., has been elected 
vice-president. 


With Candy Paper 
The Charles D. Sternfels Organi- 
zation, New York, has been ap- 
pointed Eastern representative of 


Confectioners’ Review, Cincinnati, O. 


RETURNS IN A DEPARTMENT STORE 


BASEMENT 

Deak. Mame Porsooingy metgeeas Ooots 
P 1926 1927 928 1929 
MD iis ily: Me eetee ls ge 1.6 2.2 3.4 4.6 
Dress Goods and Linings ...... és 14 21 2.9 
MME Naa okcengadecc ee 7 65 9 1.0 
NE i one eb ar xteeek pasabe 2.5 2.8 3.4 3.9 
Ee ere eee 3.9 1.5 2.1 2.8 
| OEIC eRe nee eenee ners 6.0 10.8 15.4 
Bil ee 2.9 3.5 9.2 6.9 
Handkerchiefs and Neckwear .. .... 2 4.0 4.8 
Toilet Goods ........ ree nee ; 3.3 2.8 
Leather Goods and Jewelry .... 6.3 6.4 
Art Goods, Notions 

and Patterme 2. .n.cceece sis ees 7.0 10.8 
ee eS eee 12.6 13.8 16.6 18.2 
RET ASS oR ar 13.4 14.7 16.8 19.0 
ME NE, coi ce he sn i vsces Me tgs 21.7 18.7 
Large Size Garments .......... 12.5 13.4 15.8 16.7 
BEE Bie eet eis “sank eek 254 26.2 27.1 27.7 
Girls and Juniors (2) ........ 95 116 ‘129 15.8 
.. 2 a eed So 12.4 14.0 
os ad ES ee ee aie ees 15.2 17.9 
nfants and Children (3) ...... 5.5 6.8 7.7 10.5 
kL ae eer re ne res 7.3 8.9 
Children’s Wear (2 to 6) ...... Bs id 10.2 11.8 
CO ea eerer 3.7 4.3 5.9 6.4 
Waists and Knit Goods... 7.2 10.5 13.3 17.2 
| RES ere rrr tree 12 819.3 2.6 2.8 
Women’s Gloves ............ 2.9 3:6 4.7 5.2 
Knit Underwear ...... rere 4.2 5.4 6.3 
Muslin Undérwear ............ 3.4 4.5 5.4 4.7 
Silk Underwear ........ TTT Sees aa 8.4 
Wash Dresses—Negligee ..... 6.9 8.$ 10.0 11.8 
rth 0e ic4cecges does ces 7.8 9.8 10.1 10.5 
Men’s Clothing ...... foee: wee i? een ne 10.7 10.7 
Men’s Work Clothing ....... i eae cha 9.2 9.2 
Men’s Furnishings ....... panies 40 4.7 5.1 5.5 
Boys’ Clothing, Furnishings .... 5.6 6.7 8.1 8.6 
. are 6.3 8.4 9.5 10.5 
Children’s Shoes ............-+ 5.2 6.1 74 8.1 
Floor Coverings ,......... este 18.3 20.8 20.3 
Oe Aree 5.2 6.3 8.0 9.6 
ees re eens 11.8 23,7 12.7 14.2 
TOTAL BASEMENT ...... 7.6 8.5 10.0 11.2 


—-Dry Goods Economist 


: ae et i ae = a Ske Ba oe og “ee A we ee = ap = z : = epee oP ‘ ahs “ ao. ee ee " ore YY ee , : ‘ ¥ 5 , i, be i = ey f 
te 
a i ee fF Jar 
ess aI LSS — 
Teg ee  EEEEEEEEEEEEEEEEEEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeeEeeEeaeEeEeEeEeEeEeEeEeEEE = 
ses ede : | 
: one 
Ze, EERE AID AER LE AG, CO GRE CAMBS as | a 
a RN CLLR ASTER LENO S NEAES RRL RN SR 
oe | aie 
RR ES ARE I BCE GEE = Na NARS REE AG TOLEDO CREA ERS = 
| | 
ears I on eeeeneeeenennnnnsdinseiisiehdaeementianamatanmnatdemmeimadammmmmememtitiemeeemntiaemmeetameenmamraeae 
; | 
ee — } 
| 
e—V——v—e—v_v___—— a | 
a 
ee, a 
K rd te * 
| 
28 
oA 
a 
ra | 
7 
r | 
: ; 
a? ‘ 
ar 
e ' “fe 
| As 
j = ha: 
Migures s+ + + + = a . 
| cus 
ses 
wo 
in\ 
tod 
ga 
Z cal 
. pre 
= as 
aq * ad 
— Pl | 
ie 11 
Ea ret 
sui 
in 
! | 
— a | 
_———————— llr | ne 
; (CeRSE EERE ENERO gil 
nit 
| EATS SOS RRB up 
; ee ad 
fo 
ee TI 
Pek on 
ET ae Ay 
Ps oe: ee H. 
ree 
as 
ets in 
i | a 
Se i> fete bika deel s. «Mi. in a? soe 
i. | ee ec 
oe | pe 
i) 
oer : or 
ae | tin 
i - | ee | 7 
7 cs 4 | 
a | | 
ac 
ti 
co 
lo 
| 
w 
: | re 
Cc 
| as 
in 
be 
| C 
| 
| 
| s 
| 
| 
| 0! 
K 
of 
a 
A 
- PS Q 
a 
V 
LA(\on | ‘ 
: 
c 
a 
re y 
St 
d 
Pp 
ee t 
i 
v1) 
ee Ss 7 
St eC ee en eae eee eee: See fe caste : sane 6 a ; 
ai eee eee ame Beas 
ot See Ce: ok eee aie fad pee 


January 10, 1931 


a See wilg te 


Ste! Beek eG 


ADVERTISING AGE 


Women in 
Advertising 


Florence E. Clotworthy 


Toronto, Ont., Jan. 8—From a 
“few people getting together,” the 
Association of Canadian Advertisers 
has become a national body with 
more than 200 Canadian executives 
customarily meeting at its annual 
sessions. On the shoulders of one 
woman has fallen much of the work 
involved in this advance and she is, 
today, the central figure of an or- 
ganization now sufficiently strong to 
carry out its avowed purpose of 
protecting the interests of national 
advertisers in Canada. 


Florence E. Clotworthy has, for 
11 years, been the association’s sec- 
retary and full-time official. As 
such, she has been a major factor 
in guiding its destiny and occupies 
a post unique among Canadian busi- 
ness women. She was, at the be- 
ginning, and still is, the single femi- 
nine figure in the association’s line- 
up of executives. 


In 1912, she made her debut in 
advertising circles when she was 
for a short time, with the J. Walter 
Thompson Company. She was also 
on the staff of the Consolidated 
Agency in Toronto when the late 
H. Gagnier was its chief. 


During the war, she left advertis- 
ing for the Red Cross. For nearly 
two years, she was in New York 
raising half a million dollars to 
send American women doctors for 
service among French civilians and 
particularly children, deprived of 
ordinary medical assistance by war- 
time demands on French surgeons 
and physicians. 

From this work, she returned to 
advertising and her present posi- 
tion, which calls for a paradoxical 
combination of directness and dip- 
lomacy. 


Much of this, it is said, Miss Clot- 
worthy acquired in cutting military 
red tape in a polite fashion. In 
Canadian advertising, she functions 
as a one-woman commission, carry- 
ing on continuous investigations on 
behalf of the national advertisers of 
Canada. 


Shifts Made by 
Capper Publications 


Marco Morrow, assistant publisher 
of the Capper publications, Topeka, 
Kan., has announced several changes 
of personnel. 


W. M. Temple, who has been an 
advertising representative for The 
Household Magazine with offices in 
Omaha, comes to the home office as 
advertising manager of Capper’s 
Weekly. 

L. R. Booth, of the advertising 
department of Capper’s Weekly, be- 
comes an assistant to Mr. Morrow, 
and Miss Della Henson, formerly 
secretary to Mr. Morrow, is to be 
secretary to C. E. Sweet, assistant 
director of advertising for the Cap- 
per publications. 

Phil D. Walker, formerly with 
the New York office, will take over 
Mr. Temple’s work as advertising 
representative of The Household 
Magazine, with headquarters in 
Topeka. 


Whalen Returns 
to G. M. C. As 
Collins’ Aid 


Lansing, Mich., Jan. 8—J. T. Col- 
lins, general sales manager of the 
Olds Motor Works, a division of the 
General Motors Corporation, has an- 
nounced the appointment of W. T. 
Whalen as assistant general sales 
manager, in a shift of the sales line- 
up. 
Though he has been vice-presi- 
dent and general manager of the 
Fokker Aircraft Corporation since 
September, 1929, Mr. Whalen is no 
stranger to General Motors. He 
spent nine years with it, first as 
branch manager of United Motors 
Service, later in charge of factory 
relations at the Oshawa, Ont., plant, 
and for three years as vice-president 
and general manager of the export 
division. 

L. J. Blunden, sales executive with 
Olds, has been appointed manager 
of the Atlantic region, with New 
York headquarters. E. F. Glenny 
has been transferred as manager 
from the Atlantic to the Pacific re- 
gion, and F, G. W. Sudrow has been 
named San Francisco zone manager. 

Frank J. Ackerman returns to his 
old position as zone manager at 
Cleveland, succeeding Russell D. 
Lesher, transferred to the Buffalo 
zone. H. A. Trevellyan returns to 
the Chicago zone as manager, suc- 
ceeding J. J. Young, transferred to 
Minneapolis. 


Big Rochester 
Fight Was Fake 


Rochester, N. Y., Jan. 8—When 
all else fails, start a fight. That is 
the philosophy of the powers who 
guide the activities of the Rochester 
Advertising Club. 

Finding attendance at meetings 
slumping somewhat, the officers ar- 
ranged for a quarrel at a session of 
the Crackers and Milk Club, a sub- 
sidiary. Attendance immediately 
jumped, the advertising men ap- 
parently being hopeful that history 
would repeat itself. 

The threads of the fight were 
picked up in the pages of the “Bum- 
blebee,” club paper, which printed 
accusations and counter - charges. 
Demand for extra copies of the little 
sheet developed overnight. 

This week, the club announced 
officially that the big fight was noth- 
ing more than a membership cam- 
paign, and everybody sighed and 
went back to work. 


Berlin Promoted 


R. E. Berlin has become general 
manager of the International Maga- 
zine Company, New York, succeed- 
ing J. J. White, appointed general 
manager of the Hearst newspapers. 

Mr. Berlin joined the magazine 12 
years ago as an advertising sales- 
man. 


Smith with Tyson 


Paul C. Smith has resigned as 
vice-president of the Wales Adver- 
tising Co., New York, to join O. S. 
Tyson & Co., industrial agency of 
that city. 

Mr. Smith has seen service with 
the Frank Presbrey Company and 
the Campbell-Ewald Company. 


“Shopping News” 
Suspends in Phoenix 


The Phoenix (Ariz.) Shopping 
News, which began operations July 
23, 1930, has suspended publication. 
The paper was designed for free cir- 
culation. 


Karol to Direct 
Research in Radio 


John Karol, formerly of Crossley, 
Inc., New York, has been appointed 
director of market research for the 
Columbia Broadcasting System. 


New Knox Line 


The Knox Hat Company, New 
York, has been appointed sole agents 
in the United States for a line of 
hand-tailored overcoats made by 
Kilgour & French, Ltd., of England. 


INTERNATIONAL 
SHOWS DEALERS 


WAY TO PROFIT 


Going Deep into Store Opera- 
tions in 1931 


St. Louis, Mo., Jan. 8—The 1931 
merchandising policy of the Inter- 
national Shoe Company will empha- 
size the company’s ability to teach 
the retailer how to master every 
phase of store operation, and to 
emerge from the activities of the 
year with a satisfactory net profit. 


General principles of successful 
store conduct were laid down in 
“Modern Merchandising,” a 24-page 
booklet which was found so useful 
by retailers that the first edition 
was quickly exhausted and a revised 
second edition issued. 

Even this, however, was not 
enough, for the company found that 
all of the multitudinous problems 
incidental to retail merchandising 
could not be encompassed within 
the covers of any book. Hence it 
formed the Merchants’ Service De- 
partment to supplement the teach- 
ings of the booklet with personal 
advice covering specific problems. 
This bureau, manned by merchan- 
dising experts, takes up the work 
where the booklet leaves off. 


How Averages Work 


One of the striking recommenda- 
tions in the booklet is the use of 
averages instead of individual mark- 
ups. The company points out that 
five shoes ranging in price from 
$2.85 to $3.75 would have been sold 
for four different prices in the old 
days. These prices would have been 
$4, $4.50, $5, and $6. 

The same results, with a reduc- 
tion in mental and physical effort, 
it points out, is obtained by selling 
all five lines at a single price, $5. 
This theory caused consternation 
among dealers when they first heard 
it, but those who have tried the 
plan have found that it works. 


The difference in dollars and cents 
between the two methods is insig- 
nificant, although the margin is 
slightly in favor of the dealer. For 
instance, individual mark-ups gave 
the retailer a gross profit of 32.75 
per cent. The mass method gives 
him about 34 per cent. 


The same system is recommended 
in other price groups. A group of 
shoes costing the merchant from 
$4.85 to $6.35, for instance, should 
sell at a unit price of $8, the com- 
pany believes, pointing out that the 
answer is the same in the end, but 
that boundless detail is eliminated 
under the modern method. 


Offer Other Counsel 


The company does not content 
itself with teaching dealers how to 
price their merchandise. It offers 
them a simple stock-keeping plan, 
again based on price rather than 
any of the other numerous factors 
which have been used by various 
dealers. The advantages of the new 
system are that it can be grasped 
instantaneously by any tyro, instead 
of puzzling a veteran salesman. 

This method also makes it easy to 
drop into a lower price range any 
merchandise which fails to move at 
the higher. 


Other phases of store operation on 
which the company gives advice are 
turnover, overhead, advertising, con- 
centration, etc. 

The company makes this offer: 

“If there are any questions in 
your mind—any doubts about the 
effectiveness of this plan and the 
manner in which it can be applied 
to your business, we should like to 
send our representative to talk it 
over—to explain anything that is 
not clear—to lay out our complete 
line of shoes in each different retail 
price group, going over every de- 
tail.” = 


Claim Postal 
Wouldn’t Play 
with ‘Bad Girl’ 


New York, Jan. 8—Charging 
that the Postal Telegraph Cable 
Company has discriminated against 
them in the sale of theater tickets, 
Bad Girl, Inc., and Robert V. New- 
man, president of the theatrical com- 
pany now showing at the Hudson 
Theater, have filed a complaint with 
the Interstate Commerce Commis- 
sion, seeking damages of $20,000. 

The Hudson Theater is not a 
member of:the League of New York 
theaters, with which the telegraph 
company made an arrangement to 
co-operate in the sale of tickets for 
a compensation of 50 cents each. 

The Postal Company, it was 
charged, refused to make available 
its services, “at any price,” to Robert 
V. Newman, president of “Bad 
Girl.” 


Sizing up the 
National Jewelry Market 


THE JEWELERS’ CIRCULAR Loupe is our 
monthly mailing folder contelning facts about 
y 


the jewelry trade, hand picked our Field 
Editor in his travels all over the country. Each 
issue describes a different city. Agencies and 
advertisers interested will be added to the 
list if request is sent on firm’s letterhead. 


THE JEWELERS’ CIRCULAR 
The Recognized Authority of the Trade 
239 West 39th Street, New York 


A Division of United Business Publishers, Inc. 
A. B. C. 


-P. 


Payne Transferred 


_Gabriel Payne, Western promo- 
tion manager of Nation’s Business, 
Washington, D. C., who has made 
his headquarters at Chicago, has 
been made Pacific Coast representa- 
tive, with headquarters in San Fran- 
cisco. 


Collins Changes 


D. R. Collins has resigned as pres- 
ident of the Concrete Masonry As- 
sociation and the Wisconsin Con- 
crete Products Association to become 
sales manager for the Consolidated 
oarete Machinery Corp., Adrian, 

ich, 


Agency Moves 
Blackett - Sample - Hummert, Inc., 
Chicago agency, is moving from 58 
E. Washington street to the 34th 
and 35th floors of the new LaSalle- 


Wacker building, 221 N. LaSalle 
street. 


Promoted by “Life” 


After five years with Life, New 
York, Joseph McDonough has 
been appointed Eastern advertising 
manager of the magazine. 
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Literally a 
NEWSPAPER 


With all the news- 
paper’s timeliness, 
liveliness, flexibility 
and readiness to the 
advertiser’s purpose 


RETAILING 


A Fairchild Publication 
8 East 13th Street 
NEW YORK 
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will keep you 


Use the 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


significant developments in all 
branches of advertising. 


posted on the 


$1 a Year---52 Issues 


Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 
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Safety First Shoe to 


Freeze-Vogel-Crawford 

The Safety First Shoe Co., Fram- 
ingham, Mass., maker of safety 
shoes for factory workers, has ap- 
gees Freeze-Vogel-Crawford, Inc., 
ilwaukee,‘ as advertising counsel. 


Cabot Has New Address 


Harold Cabot & Co., Inc., Boston, 
has moved from 80 Federal street to 
24 Milk street. This agency was 
formed a year ago when it took 
over the Barrett Smith agency. 
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DEALERS OPPOSE 
VESTAL BILL 


Washington, D. C., Jan. 8—Vigor- 
ous opposition to the Vestal copy- 
right design bill, which has passed 
the House and is now before the 
Senate, was expressed at a commit- 
tee hearing today by representa- 
tives of many large retailers’ asso- 
ciations. 

Among the associations which are 
on record as opposing the proposed 
act are the dry goods, men’s wear, 
women’s wear, furniture, and hard- 
ware associations, which have been 
acting through the National Retail- 
ers’ Council. 

Allan Sinsheimer, executive direc- 
tor of the National Association of 
Retail Clothiers and Furnishers, 
who appeared before the committee 
today, declared that while the ob- 
jective of the bill, which is to pro- 
tect original designs, is worthy, the 
actual result of its passage in its 
present form will be to plunge the 
industries affected into endless liti- 
gation. 

“It will be possible,” he pointed 
out, “for anyone to obtain a copy- 
right on any style or design merely 
by making affidavit that it is orig- 
inal and applying for the copyright. 
Hence there is no protection to pre- 
vent infringement by making sure 
that every design submitted for 
copyright is in fact original and 
exclusive. 


Predict Mad Scramble 

“Styles change according to well- 
defined trends and hence many man- 
ufacturers are constantly working 
on the same general ideas. When 
their designers complete their work 
and the new products are put into 
production, there will be a mad 
scramble among them for the privi- 
lege of first registration, which may 
be had only after the goods have 
been put on sale. 

“Retailers have no facilities for 
establishing prior rights as to de- 
sign, but they may be enjoined by 
the owner of any design copyright 
from selling goods alleged to in- 
fringe the copyright, although the 
dealer is permitted to exhaust the 
stock on hand at the time of the 
injunction. 

“It seems to us that the imme- 
diate result of the passage of the 
Vestal bill will be to complicate re- 
tail merchandising excessively and 
to add trouble and expense to the 
distribution of all merchandise in 
which design is a factor.” 

Mr. Sinsheimer also pointed out 
that since the bill covers “any shape, 
style, or design” of any kind of 
merchandise, it will affect a great 
many fields -which have not been 


NOT A BUNGALOW, BUT A FILLING STATION 


The Richfield Oil Company has begun construction of filling stations of this type in Oregon 


and Washington. 


concerned with the bill, such as ad- 
vertising. The automobile field will 
also be affected, insofar as design 
features, other than mechanical, are 
concerned. 


Frigidaire Alters New 
England Set-Up 


A new General Motors distribut- 
ing unit, the Frigidaire Sales Cor- 
poration of New England, with H. 
W. Newell as general manager and 
headquarters in Boston, has been 
formed to distribute the line in the 
New England territory. 

A distributorship in Boston and 
factory branches in Springfield and 
New Haven are incorporated in the 
new set-up. 


Breece’s New Work 


Frank W. Breece, formerly adver- 
tising manager of the Maverick- 
Clark Litho Company, San Antonio, 
Texas, has been made advertising 
manager of Southwestern Bottler, 
Southwestern Poultry Journal and 
County Progress, published by the 
McDaniel-Mayes Company of San 
Antonio. 

Southwestern 
been started. 


Bottler has just 


Dorothy Gray Broadcasts 

Beauty talks with incidental music 
featured the program selected by 
Dorothy Gray, Inc., New York cos- 
metic manufacturer, to launch a 
radio campaign January 9 over 
NCB-WEAF. 


Farm Publishers 


Elect W. C. Allen 
W. C. Allen, of the “Dakota 
Farmer,” was elected president 
of the Agricultural Publishers 
Association at the annual 
meeting in Chicago January 7. 
H. C. McKelvie, “Nebraska 
Farmer,” was elected  vice- 
president; W. G. Campbell, 
“Indiana Farmer’s Guide,” sec- 
retary, and B. Morgan Shep- 
herd, “Southern Planter,” 
treasurer. Victor F. Hayden 
was continued as_ executive 
secretary. 


Maas Welcomes 
Ex-Governor Kohler 


William H. Maas, vice-president 
of the De Puy Banking Magazines, 
was the principal speaker at a “wel- 
come home” banquet tendered for- 
mer Governor Walter J. Kohler at 
Sheboygan, Wis., Wednesday evening. 

The affair was sponsored by the 
Press Club of Sheboygan. Mr. Maas 
presented Gov. Kohler with a gold 
honorary membership in the Press 
Club of Chicago. 


“Once a Year” Is Ready 


Once a Year, the annual publica- 
tion of the Milwaukee Press Club 
will be distributed to members at- 
tending a theater party January 12. 


Advertising 
Plates 


PP & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


<P & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street -: 


Chieago 


No “Survival 
of the Fittest,’’ 
Says Converse 


Cleveland, O., Jan. 8—One of the 
features of the annual meeting of 
the National Association of Teach- 
ers of Marketing and Advertising 
was a study of retail mortality in 
Illinois, presented by Professor Con- 
verse, of the University of Illinois, 
the association’s new president. 

He gave the following figures 
showing mortality in various lines 
during a one-year period from July, 
1925, to July, 1926, and for a four- 
year period from July, 1925, to July, 
1929: 


Percentages 
Quitting Busi- 
ness within 
Trade One Year Four Years 
Hardware ..cccccoosees 4.3 26.3 
Department 26.1 
Dry Goods .............. 31.2 
OS SE es 22.5 
Furniture .................. 32.2 
Clothing _........ 34.0 
aa 40.7 
General .......... , 25.2 
Grocery ........... 42.7 
eT eee 43.2 
Restaurants 58.6 
Average 11 
ere 15.8 40.8 


Professor Converse said that his 
study refutes the theory of “sur- 
vival of the fittest.” 

“Statistical studies of the rate of 
dealer mortality now cover 40 
years,” he said. 

“During this period the average 
business life has changed little. 
Many merchants are eliminated, but 
there is no evidence that those tak- 
ing their places are any more effi- 
cient or any better fitted to survive.” 


M. W. Dickey Is Dead 


Maurice W. Dickey, 52, president 
of the Union Newspaper Company 
and managing editor of the Spring- 
field (Mass.) Union, died January 
5 of pneumonia contracted 10 days 
before. He is survived by his wife 
and three children. 


Renews Contract 


The Wheatena Corporation, Rah- 
way, N. J., has contracted with NBC 
to sponsor “Raising Junior’, a daily 
dramatic skit, for the first 16 weeks 
of 1931. The feature was origi- 
nated for the company’s use 16 
weeks ago. 


Arkell Dies in West 
William J. Arkell, former publish- 


in Los Angeles recently after a long 
illness. He was 74 years old. 


To Advertise | Saws 


O. S. Tyson Co., New York, has 
been appointed by Clemson Bros., 
Inc., Middletown, N. Y., to advertise 


special saws. 


er of Leslie’s Weekly and Judge, died- 
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ADVERTISING AGE 


Information 


for Advertisers 


(Continued from Page 4) 
194. The Marketing of Store Equip- 
ment and Supplies. 

This booklet by Retailing indi- 
cates that the big market for store 
equipment is among department 
stores with annual net sales of more 
than $1,000,000. It tells how the 
publication’s circulation coincides 
with the market. 


194a. The Marketing of House and 
Home Furnishings. 


This study shows that in depart- 
ment stores doing an annual volume 
of from $2,000,000 to $5,000,000, 
home and house furnishings ac- 
count for 26.3 per cent of sales. 
How these sales are divided is one 
of the interesting presentations 
offered by Retailing. 


195. Scribner’s Magazine, Opinion 
Maker. 

Here is a peep into the editorial 
sanctum and at the mass of material 
which passes over the editor’s desk. 
The method of selection is the basis 
for the publication’s claim that it is 
a maker of opinions among those 
whose opinions count. 


176. The Golf Market. 


Golfdom, Chicago, has completed 
its annual survey of what has hap- 
pened among the golf links of the 
country and stated the facts in an 
eight-page booklet. 


124. The Recorder Outlook. 


This is a monthly bulletin written 
by Arthur D. Anderson, editor of 
Boot & Shoe Recorder, New York, 
in which he points out changing 
trends in the industry. Advertisers 
will find this a convenient method 
of keeping informed. 


The Des Moines Register 
and Tribune . 


sells 68% of all Sunday and 56% of 
all daily memepenens circulated in central two-thirds 
of Towa. his includes newspapers published out 
of state as well as in lowa—41 all told. 


For Dependable 
Photostat Service 


q 
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230 PARK AVE, 509 FIFTH A 
60 E.42ndST. 250 W. sth. Ae 


VANderbilt 9975-6-7 


REDUCE BA me COST 


since Tole ie —, 
er | to Dine Mail Advertising and Selling. 
Tells how to reduce selling cost. Full of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return 
not satisfied. Send 25c for sample cop 
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A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate ender’ the employment 
agency law, our m are unlike any other 
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Gu Chrysler, Prop. 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


AMOS ’N’ ANDY 
TO INTRODUCE 
NEW PRODUCT 


Pepsodent Takes Air with 
Antiseptic 


The Pepsodent Company, Chicago, 
which recently advertised for men 
and women with bad breath, found 
Pepsodent Antiseptic, its new prod- 
uct, so efficacious in banishing this 
and other afflictions that it is ready 
to launch the initial promotion for 
the new line. 

The first gun in the campaign will 
be fired Saturday night, January 
10, when the Amos ’n Andy radio 
program, given hitherto in the in- 
terest of Pepsodent Tooth Paste, 
will announce the new product. This 
will be the only form of promotion 
back of the line until about March 
1, when the publication advertising- 
will appear. 

After that time, the radio offering 
will be divided evenly between the 
two products. 

The interest of the retail drug- 
gists of the country has been en- 
listed with a free deal. Each dealer 
has been presented with Pepsodent 
Antiseptic worth $1.75, and it is 
believed the retail support gener- 
ated by this fact, plus the radio 
advertising, will be sufficient to get 
the product off to a flying start. 


Half-Million Samples 


Samples ‘to dentists, physicians 
and other professional men able to 
influence consumer demand _ will 
bring the total number of bottles 
distributed without charge to about 
500,000. The samples to druggists 
contained an explanation of the com- 
pany’s advertising plans, while 
those sent to dentists and others 
described the merits of the product. 

The broadside to druggists said: 

“We intend to make Pepsodent 
Antiseptic known to more people 
than any other mouth antiseptic on 
the market—a superior and revolu- 
tionary product, plus the greatest 
advertising program in drug his- 
tory.” 

The literature sent to dentists and 
doctors said that Pepsodent Anti- 
septic is certified to kill disease 
germs 5 to 57 times faster and 
check bad breath one to two hours 
longer than other leading anti- 
septics. 

Lord & Thomas and Logan, who 
handle the tooth paste copy, will 
also be in charge of the antiseptic 
campaign. 


“Nation’s Business” 


Expands Its Staff 


Ed. Hughes, formerly with Curtis 
Publications, has been made man- 
ager of the New York territory of 
gig Business, Washington, 


Robert Irvine, formerly media de- 
partment manager of the Buchen 
Company, Chicago, has joined the 
Chicago advertising staff, and Rob- 
ert Anderson, formerly with Pop- 
ular Science Monthly, has_ been 
added to the New York office. 

Gabriel Payne has been promoted 
to Pacific Coast advertising man- 
ager with headquarters in San 
Francisco. 


Capehart Changes Agency 

The Capehart Corporation, Fort 
Wayne, Ind., manufacturer of coin- 
operated musical devices and sound 
amplifying systems, has appointed 
Lamport, Fox and Co. of South 
Bend., Ind. 


Utica Has New Agency 

The Charles W. Hoyt Company, 
New York, has been appointed by 
the Utica Steam and Mohawk Val- 
ley Cotton Mills, Utica, N. Y., mak- 
ers of Utica and Mohawk bed linens. 


Buys “Millwork” 


National Lumberman, New York, 
has_ purchased Millwork, formerly 
published in Milwaukee, and will ab- 
sorb it with the January issue. 


B.B.B.Mast Take 
Out Detective’s 
License, Ruling 


New York, Jan. 8—Following a 
decision by the State Attorney Gen- 
eral, the Division of Licenses, De- 
partment of State, has ordered the 
Better Business Bureau of New 
York City, Inc., to “make immedi- 
ate application for license as a pri- 
vate detective or investigator.” 

The decision was made following 
the filing of a complaint by the 
Bronx Chamber of Commerce and 
the Manhattan Board of Commerce, 
that the Better Business Bureau is 
“carrying on a very intensive pri- 
vate detective agency without a 
license.” 

The Bronx Chamber of Commerce 
announced, through its Committee 
to Investigate the Better Business 
Bureaus, that it has secured a deci- 
sion of similar import from Attor- 
ney General Webb of California, in 
its campaign to press this question 
in all states where Better Business 
Bureaus operate. 

The California decision, it said, 
differs from that in New York in 
that it holds that the individual in- 
vestigators of the Bureau must be 
licensed, while the New York ruling 
requires the Bureau to secure the 
license. 

Logan Billingsley, president of the 
Bronx Chamber of Commerce, who 
filed a $250,000 libel suit against the 
Better Business Bureau of New 
York, was examined by counsel for 
the latter this week. Mr. Billingsley 
testified that he had been arrested 
many times for liquor law viola- 
tions while he was head of the Na- 
tional Personal Liberty League, in 
Seattle, Wash. 


Daily Declines 
Advertising for 
Annual Review 


New York, Jan. 8—The New York 
Telegram neither solicited nor ac- 
cepted advertising for the Annual 
Review and Forecast Section which 
it published January 2 as a supple- 
ment to its regular edition. 

Murray R. Schwerens, financial 
advertising manager of the Tele- 
gram, said that the paper decided, 
after careful consideration, that ad- 
vertisers should not be pressed for 
any additional appropriation under 
the circumstances. 

“We realized, however, the need 
for a financial review and forecast 
section,” he said, “and the Telegram 
decided to publish one that would 
meet this demand in full.” 


Advertise Chinese Foods 

George Harrison Phelps, Inc., De- 
troit agency, has been appointed by 
LaChoy Food Products, Inc., of that 
cit 

The company imports Chinese 
foods and packs them in easily and 
quickly prepared form, making avail- 
able in the home Chinese dishes 
otherwise procurable only in Chi- 
nese restaurants. 


Joint Advertisers 


Renew Radio Contracts 
Three of the joint sponsors of the 
Radio Household Institute, the Gen- 
eral Foods Sales Company, Inc., 
National Pickle Packers Association 
and Fels & Co., have renewed their 
contracts with NBC. 


Stewart Joins Woodman 

“Jess” Stewart has resigned his 
connection with Ruthrauff & Ryan, 
Inc., Chicago, to join the Woodman 
Advertising Company, of that city. 
The name has been changed to the 
Woodman-Stewart Company. 


Tucker Joins Agency 
Verne W. Tucker, formerly presi- 
dent of the Apel-Tucker Studio, De- 
troit, has been made manager of 
the direct mail, sales and service 
promotion department of the Camp- 
bell-Ewald Company, Detroit. 


Has Color Cover 
After holding to black and white 
for 37 years, the January issue of 
Pathfinder, Washington, D. C., ap- 
peared with a cover in two colors. 


FIGHT TO HEAR 
THIS SALESMAN 


Amarillo, Texas, Jan. 8— If A. 
W. Alfrey, salesman for Altorfer 
Bros. Co., Peoria, Ill., manufactur- 
ers of washers and other electrical 
household appliances, doesn’t arouse 
the ire of some of the local con- 
stables in his 1931 Texas tour he 
ought to do as well as in 1930, which 
was very well indeed. 

Mr. Alfrey sells household equip- 
ment by dressing as a woman and 
demonstrating the products from a 
prominent window in some store in 
the main retail business district. 

Mr. Alfrey stops the crowds in a 
way that makes tears comes to the 
eyes of people who confine their tal- 
ents to acting. On one recent oc- 
casion, the sheriff himself came a- 
running to see what was holding up 
the traffic. The sheriff became so 
absorbed in Mr. Alfrey’s show, how- 
ever, that he forgot to do his stuff, 
and ended by investing in an A. B. 
C. washer. 


How He Works 


Mr. Alfrey doesn’t carry his femi- 
nine costumes with him. He has 
found it easy to borrow a dress at 
any local department store, in ex- 
change for a sign in his window 
while he is working. Almost any 
druggist lends him the cosmetics he 
uses in his act. 

After dressing for his role, Mr. 
Alfrey climbs into the largest avail- 
able window to do his work, but 
when the crowd has registered suffi- 
cient interest, he usually forsakes 
this vantage point to get out on the 
sidewalk and close the business. 

On one such occasion, the owner 
of a motion picture house was struck 
by the possibilities and offered Mr. 
Alfrey a chance to make a “personal 
appearance” on his stage. 

The saleman accepted with al- 
acrity and that evening extolled 
the merits of the ABC line to a 
packed house, not forgetting to tell 
the audience where he might be 
reached after the performance. 


With Woodrow Press 


After nine years as director of 
typography and printing for Batten, 
Barton, Durstine & Osborn, New 
York, William C. Magee has joined 
the Woodrow Press, of that city. 

He will serve as executive vice- 
president in charge of agencies and 
publishers. 


Veteran Publisher Dies 


Robert Hiram Henry, 80, oldest 
member of the Mississippi Press As- 
sociation, died January 1. He re- 
tired from management of his paper, 
the Jackson (Miss.) Clarion-Ledger, 
in 1921, after 50 years as editor. 


Occupies New Offices 

The American Home Magazine 
Publishers, Inc., Chicago, has moved 
to new offices in the First National 
Bank Building. 

Lucille B. Fisk is executive secre- 


Wholesale Grocers 
and Canners 
CONVENTIONS 


Will be highlighted in 
the February issue of 
this magazine—in the 
usual inspiring, brief, 
informative style. A 
splendid issue in which 
to have your adver- 
tisement or start your 
campaign. Write for 
details. 


The New Era in 


FOOD DISTRIBUTION 
37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


@ ADVERTISING 
CALENDA RS 


i Advertising Cal- 
en 
‘ eee Dealer Calen- 


. Agency Imprint Calendars. 
. . Postage Saving Features. 
. Special Date forms to order. 


"PROPER PREPARATION 
AND SERVICE 


Give us an idea of your prefer- 
ences and we will send samples— 
no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 
dustrial circles. 


“The 
Ambassador 


PARK AVENUE at 51st STREET 
NEW YORK 


ATLANTIC CITY LOS ANGELES PALM BEACH 


co 
& 
5 
Ss 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York Ci 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
420 Lexington Avenue 
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ADVERTISING AGE 


January 10, 1931 


Car Manufacturers 
Back Optimism with 
More Sales Promotion 


(Continued from Page 1) 

of Churchill-Hall, Inc., New York 
agency handling the account, said 
that advertising plans would be per- 
fected before the end of the month. 
E. C. C. Mathis, president of both 
the French and American compa- 
nies, was a conspicuous figure at 
the show. 

Mr. Robinson, who also handles 
the account of the reorganized Mer- 
cer Motors Corporation, told ADVER- 
TISING AGE that the company is now 
in production at its Elkhart, Ind., 
plant and will release an advertis- 
ing campaign to newspapers in the 
immediate future. 

“For the present,” he explained, 
“we will concentrate sales promo- 
tion in cities where we have ade- 
quate dealer representation. Gen- 
eral magazines will be employed in 
March.” 

The new company will make pas- 
senger cars selling at $2,600 and up. 
Harry M. Wahl is president of the 
company, with Jules Howard execu- 
tive vice-president. 


Hupp to Spend More 


Another company that will en- 
large its advertising appropriation 
this year is the Hupp Motor Car 
Corporation, it was stated by Fred- 
erick Dickinson, director of adver- 
tising. 

Lennen & Mitchell, New York 
agency handling the Hupp account, 
said that the campaign this year 
would be more sustained than in 
1930, including regular schedules in 
newspapers throughout the country, 
general magazines, business papers, 
and other mediums. DuBois Young, 
president of the Hupp corporation, 
assumed an optimistic attitude in 
commenting on the outlook. 

Nicholas Moore, advertising man- 
ager of the Marmon Motor Car 
Company, had the following to say 
regarding this company’s plans: 

“We are starting our 1931 cam- 
paign with about the same appro- 
priation the first three months of 
the year as in 1930, but believe that 
by spring business will have suffi- 
ciently increased to merit a propor- 
tionate increase in our advertising 
investment. Our schedules are being 
arranged accordingly. 


Peerless Watchful 


According to Don H. Gearheart, 


manager of publicity for. the Peer- 
less Motor Car Corporation, this 
company wili watch results of its 
advertising closely during the first 
quarter of the year, before making 
any definite decision as to the ex- 
tent of its campaign for 1931. 


J. A. Bohannon, president of 
Peerless, declared that “while 1930 
presented a somewhat reduced por- 
tion to the industry at large, it was 
far from being without its compen- 
sations. It checked a growth that 
might have developed into unhealthy 
expansion. It gave automobile man- 
ufacturers a much-needed opportu- 
nity to consolidate their positions 
and to revamp extravagant systems 
of production and distribution along 
more economic lines.” 


The Nash Motors Company is 
mapping its promotion plans this 
week at a series of conferences of 
company and agency officials. It is 
considered certain, however, that 
the appropriation will not be re- 
duced. 

The Olds Motor Works expressed 
its confidence by increasing its ad- 
vertising appropriation, R. M. W. 
Shaw, advertising manager, said. 

“We believe the increase fully 
warranted,” he explained, “and 
think that by spring or early sum- 
mer sales will justify further in- 
creases.” 

The public reaction to the New 
York show and others to follow 
will largely determine the advertis- 
ing plans of the Plymouth Motor 
Company, according to R. E. Clay- 


ton, account executive of Advertis- 
ers, Inc., the agency in charge. 

“We believe that the public is now 
ready to buy,” said Mr. Clayton, 
“but we are not going to make any 
definite advertising plans until we 
are sure of it.” 

The American Austin Car Com- 
pany will continue the same adver- 
tising program as last year, using 
large space in class and general 
magazines, trade papers and news- 
papers. 

“Like many of the other manu- 
facturers, however, our advertising 
appropriation will be elastic and 
subject to enlargement should sales 
conditions justify it,” said R. K. 
Jones, account executive of the 
Newell-Emmett Company, the 
agency in charge of the Austin cam- 
paign. 

“No plans have as yet been formu- 

lated by the Gardner Motor Com- 
pany, according to F. H. Rengers, 
general sales manager. A confer- 
ence of company and agency officials 
will be held early in February to 
fix the 1931 appropriation. 

“The 1931 appropriation of the 
Hudson Motor Car Company is sub- 
stantially the same as last year,” 
said K. W. Vance, of that company’s 
advertising department. “We feel 
sure that after the spring season 
our advertising investment will be 
substantially increased, and that for 
the year as a whole we will spend 
more than we did in 1930.” 


Larger Appropriation 


The Oakland Motor Car Company 
has a larger sum available for Oak- 
land and Pontiac advertising, but 
whether or not the full appropria- 
tion will be used largely depends on 
the rapidity of the industry’s recov- 
ery, P. W. Combs, advertising man- 
ager, said. 

“We believe, however, that 1931 
automobile sales will exceed those of 
1930, in which event we- will cer- 
tainly spend more for advertising 
than we did last year,” Mr. Combs 
told ADVERTISING AGE. 

“Though present conditions are 
not satisfactory the outlook seems 
promising enough, and we are going 
ahead with our advertising plans on 
the same basis as last year,” A. E. 
Nafe, advertising and sales promo- 
tion manager of the Reo Motor Car 
Company, said. 

“Considering the adversity of 1930 
we feel that we have reason to con- 
gratulate ourselves because we did 
not suffer as much of a loss in sales 
as did many of the other manufac- 
turers. 

“In registration totals for Novem- 
ber, 1930, Reo was the only manu- 
facturer showing a gain as com- 
pared with that month in 1929. This 
gain amounted to a little more than 
31 per cent, and compared with an 
average loss of about 49 per cent 
for the industry as a whole.” 

The Packard Motor Car Company 
is not yet ready to make any an- 
nouncement regarding its merchan- 
dising plans for the year. 

Alvan Macauley, president of the 
Packard Company, and also of the 
National Automobile Chamber of 
Commerce, is another prominent 
leader in the automotive field who 
believes that trade recovery is at 
hand. “After the trying experi- 
ences of the last fourteen months,” 
said Mr. Macauley, “the automobile 
industry will occupy a position of 
increased importance in world busi- 
ness. The industry is under the 
microscope. Economists who appre- 
ciate the vast extent of its influence 
upon other industries are scrutiniz- 
ing the motor business closely for 
indications which, they agree, must 
precede any substantial improve. 
ment in current conditions.” 

Regarding distribution problems, 
Mr. Macauley said that during the 
past year manufacturers have ac- 
quired a new conception of the im- 
portance of their dealer organiza- 
tions. They now appreciate the 


necessity of gearing production to 
consumer demands. 

“As a result of manufacturer su- 
pervision, current inventories of 
both new and used cars have been 
reduced to enable the industry to 
take advantage of trade revival on 
short notice,” he declared. 

Mr. Macauley said that world 
conditions and the inauguration of 
the new American tariff were re- 
sponsible for the reduction in ex- 
ports during 1930. 

“The effect of this, however, is 
only temporary,” he went on. “That 
the world will continue to demand 
American made vehicles is certain.” 

He said that the depression pro- 
vided the long-anticipated test of 
instalment selling. “The result was 
gratifying, showing only a slight 
increase in repossessions and a far 
greater per cent of payment than 
bankers and other students of eco- 
nomics had ever considered pos- 
sible.” 

C. Alfred Campbell, sales develop- 
ment manager for the Stutz Motor 
Car Company, told ADVERTISING AGE 
that while this company would not 
definitely make up its advertising 
schedules until after the Chicago 
show, it was likely that an appro- 
priation exceeding that of 1930 
would be available. 


Plans in Dopbt 


While plans of the General Motors 
Corporation are still in a tentative 
stage, the opinion was expressed 
that the 1931 appropriation will be 
about the same in size as that of 
1930. 

Alfred P. Sloan, Jr., president of 
General Motors, was somewhat 
cryptic. 

“Business this year will be ex- 
actly what we make it,” he com- 
mented. 

Like many others, Dodge Brothers 
Corporation expects to use more 
space during the last half of the 
year then in the first six months. 
The present appropriation is about 
the same as last year’s, F. N. Sim, 
director of advertising, said. 

Large space in general magazines 
and newspapers, with a direct mail 
tie-up, tells the story of the Frank- 
lin Automobile Company, C. H. 
Goodhart, advertising manager, said. 

He emphasized the flexibility of 
Franklin plans, which provide for 
heavy advertising increases as sales 
respond. 

E. R. Erskine, president of Stude- 
baker, was too busy free wheeling 
among prospective buyers of Stude- 
baker cars at the show to comment 
on 1931 plans. 


Seattle Club Has 


Four New Directors 

Four new directors were elected 
at the mid-winter election of the 
Advertising Club of Seattle. 

They are Edward N. Hicks, Pa- 
cific Telephone & Telegraph Co.; 
Donald V. Ashton, Great Northern 
Railway; R. C. Millspaugh, Mac- 
Dougall - Southwicks; and Elmer 
Reed, Carnation Milk Products Co. 


Advertising Women 
To Hear Editress 


Willa Roberts, managing editor of 
the Woman’s Home Companion, will 
be the speaker at the meeting of the 
Women’s Advertising Club of Chi- 
cago January 13. 

The place will be the Congress 
Hotel; the time, 6:30. 


Club Loses Chief 


Clarence Runey, first president of 
the Cincinnati (O.) Advertisers’ 
Club, died in that city recently. Mr. 
Runey was a pioneer both in adver- 
tising and in motion picture pho- 
tography. 


With Porter-Langtry 
_ Miss Jeanbelle Rosenberg has 
joined the Porter-Langtry Company, 
Chicago business paper publishers. 
She comes from Pit and Quarry, 
Chicago. 


Green to Dayton 
Roger T. Green has become di- 
rector of publicity for the RKO 
theaters in Dayton, O., succeeding 
Ben Katz, resigned. 


Chain Does Research 
Harold Dorn has joined the re- 
search department of the Kroger 
Grocery and Baking Co., Cincinnati. 


HEADS COUNCIL 


Detroit Agency 
to Handle‘Sales 
of Oil Burner 


Detroit, Mich., Jan. 8—The Cope- 
Swift Corporation has made ar- 
rangement with Holmes, Inc., of 
this city, for a million dollar com- 
paign to market Cope-Swift oil 
burners on a national scale. 

The plans were made following 
the recent granting to William J. 
Kilpatrick, vice-president and gen- 
eral manager of Cope-Swift, of pat- 
ents perfecting the burner, which 
is designed for installation under 
either existing or new heating 
plants of any type, and is electric- 
ally controlled. 

Holmes, Inc., will not only handle 
the advertising, but will have gen- 
eral charge of the whole marketing 
campaign, including the sales opera- 
tions, in co-operation with J. W. 
Harrold, sales manager for Cope- 
Swift. 

The sales campaign will be direct- 
ly in charge of Proctor Brevard of 
the Holmes firm, who will appoint 
distributors in all important centers, 
and a large dealer organization. 
Work on the creation of this field 
organization is already under way. 


General Sports, Inc., 


New Holding Company 

L. B. Icely, president of the Wil- 
son-Western Sporting Goods Com- 
pany, Chicago, has announced the 
formation of General Sports, Inc., 
as a holding company for Wilson- 
Western, the Lowe & Campbell Ath- 
letic Goods Company, Kansas City, 
and the Horace Partridge Company, 
Boston. 

Mr. Icely said the new arrange- 
ment will not affect the individual 
operations or distribution methods 
of the three companies. 


Delco Appliance 


Corporation Formed 

The North East Appliance Corp., 
Rochester, N. Y., and the Delco- 
Light Company, Dayton, O., have 
merged as the Delco Appliance 
Corp., a subsidiary of General Mo- 
tors Corp. 

North East manufactures auto- 
mobile electrical equipment, while 
Delco-Light produces individual elec- 
— plants, water systems and gas 
units. 


Eves to Chicago 

Joe P. Eves, Western manager of 
Successful Farming, Des oines, 
Ia., has assumed charge of the pub- 
lication’s Chicago office. He will, 
however, spend two or three days a 
week at headquarters. 

Clyde H. Combs, who has been 
Chicago manager, has gone to New 
York in the same capacity. 


Two for Jordan 

Jordan Advertising Abroad, Inc., 
New York, has been appointed to 
handle the foreign advertising of 
the Pompeian Company, Elmira, 
N. Y., Pompeian beauty prepara- 
tions, and the Frostilla Company, 
also of Elmira, beauty lotion. 


Jobber Has Agency 


_ The Seinsheimer Paper Co., Cin- 
cinnati, has placed its advertising 
with the Procter & Collier Co., of 
that city. 


COUNCIL PICKS 
0.6, HARN AS 
NEW CHAIRMAN 


Presents Berns with Chest of 
Silver 


Orlando C. Harn, managing di- 
rector of the Audit Bureau of Cir- 
culations, was elected chairman of 
the Chicago Advertising Council at 
the annual meeting January 8. 


Mr. Harn succeeds Max A. Berns, 
of the Universal-Atlas Cement Co., 
who automatically becomes a mem- 
ber of the executive committee of 
the Association of Commerce, the 
big business organization with which 
the Advertising Council is affiliated. 


Mr. Berns was presented with a 
chest of silver as the Council’s 
token of thanks for his two-year 
administration. 


Mason Warner, president of the 
Chicago advertising agency of that 
name, was elected first vice-chair- 
man, with Ben C. Pittsford, promi- 
nent typographer, as second vice- 
chairman. ‘ 

Elected to the board for two-year 
terms were Burr L. Robbins, Gen- 
eral Outdoor Advertising Co.; Rob- 
ert G. Marshall, Marshall Letter 
Co., and Charles B. Goes, Jr., Goes 
Lithographing Co. 

L. L. Weld, of Mitchell, Faust, 
Dickson & Wieland, was elected for 
one year. 


Re-elect Directors 


Directors re-elected for two-year 
terms were E. E. Brugh, Clyde W. 
Riley Advertising System; Basil 
Church, Capper Publications; G. D. 
Crain, Jr., ADVERTISING AGE; E. W. 
Houser, Barnes-Crosby, Inc.; W. 
Frank McClure, Albert Frank & 
Co.; Frederick P. Seymour, Hor- 
der’s, Inc.; William H. Sleepeck, 
Sleepeck-Helman Printing Co.; Guy 
C. Smith, Libby, McNeill & Libby; 
Henry D. Sulcer, Vanderhoof & Co.; 
C. R. Custer, Chicago & North West- 
ern Railway; W. H. Simpson, Atchi- 
son, Topeka & Santa Fe. 

Fred J. Ashley, of the Associa- 
tion of Commerce, and Flint Grin- 
nell, of the Chicago Better Business 
Bureau, were re-elected ex-officio 
members for one year. 

The following directors hold over 
for one year: Messrs. Berns, Harn, 
Warner and Pittsford, Homer J. 
Buckley, G. R. Cain, H. K. Clark, 
Guy W. Cooke, Carl Miller, W. E. 
Macfarlane, G. R. Schaeffer, E. R. 
Shaw, H. G. Schuster and Robert J. 
Virtue. 


Mr. Miller, who is advertising 
manager of the Chicago Evening 
Post, and Mr. Schuster, advertising 
manager of the Chicago Daily News, 
were elected directors in November 
to fill vacancies. 

Dr. George Coleman, president of 
the Babson Institute, Babson Park, 
Fla., and a former president of the 
Associated Advertising Clubs of the 
World, brought this prediction from 
the Babson Statistical Organization: 


Babson’s Estimate 


“General business of 1931 will be 
considerably better than in the last 
half of 1980; the year as a whole 
will be only a little better than the 
total for 1930. Volume for 1931 
will be about half way between the 
low of the depression and normal.” 


Dr. Coleman said that the aim of 
the Babson Institute is not merely 
to make better business men but to 
inculcate the idea that a business 
which truly serves the public auto- 
matically reaps its just reward. 

He said that the school teaches its 
students that advertising plays an 
important part in modern business. 
He said that while advertising men 
have made progress in basing their 
campaigns on sound business prin- 
ciples, the spirit of service should 
be extended even more for advertis- 
ing to reach its greatest height. 
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